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ABSTRACT ^ , 

A listing of words and definitions compiled from more, 
.than lO college and high school textbooks are presented in this 
'dictionary of- marketing terms. Over 1,200 entries of terms used in 

retailing , wholesaling, ecbndmics , and investments are included. This 
-^dictionary was designed to aid both instructors and students to 
better ujiderstand the terminology that appears in texts whifch are 
used in distributive education courses, (VA) 
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INTRODUCTION 



On the following pages you will find the definitions of over 1200 
marketing terms. This dictionary was completed to aid both you and 
your students to better understand terminology as it appears in 
texts. Until now, we in Distributive Education have not had a com- 
prehensive listing of marketing terminology available to us in one 
book. We have found ourselves searching through college and high 
school textbooks to find suitable definitions for our students, 

I do not claim that this dictionary is complete with every word used 
in the marketing process. As I'm sure you"ll agree, it would be an 
almost impossible task. IVhat is completed here is a listing of 
words and definitions from over ten college and high school text^ 
books. It includes terms used in retailing, wholesaling, economics, 
and investments. , 

I recommend that you give a copy of this manual to your student who 
enters the Business Vocabulary contest to study as it will contain 
most of the words he will need to know for this test. Also, I 
would suggest that if you find a word that is not included in this 
manual, simply pencil it in or add it at the end of the manual for 

quick reference and organization. 

/ ' ' 

I sincerely hope that you find this Distributive Education dictionary 
a help to you and your students., 



R. M. Everhardt 
JEFFERSON HIGH SCHOOL 
Delphos, Ohio 45833 
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Absentee nanaqement, --A condition that . 
exists when executives of a larqe 
corporation have their offices intone 
city whereas their operatinn divisions 
are scattered throughout the country. 

Accelerated Fashion Change .— Stepped-up 
chanqes dictated by fashion leaders 
and manufacturers where fashion 
obsolescence plays increasing impor- 
tance. 

Accessories^. --Women's fashion apoarel 
worn with dresses, coats, suits, 
sportswear; includes fine and costume 
jev/elry, neckwear, scarfs, handbags, 
and small leather aoods, millinery, 
qloves, hosiery, shoes, handkerchiefs, 
watches, artificial flowers, ribbons. 

Accessory Items >--Merchandise that "aoes 
with'* or is coordinated v/ith larger 
items. 

Accormiodation Desk .— A centrally located 
fixture in a smaller store where calls, 
aift wranpinn, and other services are 
Qerfonned for customer convenience. 

Account .— A bookkeeping record of a 
commercial transaction. A customer 
or client of a business who buys on 
time and pays according to some pre- 
arranqed credit plan. 

Account Asset .— The S^arious thinqs ov/ned 
by a business enterprise such as cash, 
stock-in-trade, supplies, machinery, 
furniture, fixtuijes and land. 

Account Capital .— The net worth, the 
capital investment, or the ovmer's 
equity. In accountino the term is 
often used to mean fixed assets as 
a class. 

Account, QpQn- book .— The seller's 
accountinq record of an unsecured 
sale of merchandise. A retail charqe 
account* 

I 



Accountabi 1 i ty . --Pei no obliaated to 
stand behind performance. The « 
obi i nation of a subordinate to 
report to a superior on the way a 
deleqated job has been performed. 

Accounting , -*The recordinn, classify- 
ing, and summarizinq of business 
transactions, and interpretinn 
this compiled information. 

Accounts Payable .— A current liability 
representinq the amount ov/ed by an ^ 
individual or a bus|ness to a 
creditor for merchandise or services 
purchased on open account or short 
term credit. 

Accounts Receivable .— Money owed a 
business enterprise for merchandise 
bouqht on ooen account (i.e., 
without the qivinn of a note or 
other evidence of debt.) 

Accounts Slow ^ay and Unsatisfactory .— 

Accounts receivable v/hich have not 

been paid as apreed or in accordance 
v/ith credit terms. 

Accrued Expense .— An account on an 
income statement indicatino an 
obliaation which has been contracted 
but not yet paid. 

Accrued Income . --An account on an 
income statement indicatinn earninas 
which have not yet been received. 

Additional Markup .— An increase in 
price above the orininal retail price. 

Additional Harkup Cancellation .— A 
decrease in retail price from a point 
above original retail to orioinal 
retai 1 . 

Adjustment Letter .— A letter sent by a 
business makinn an adjustment to a 
customer who v/as not satisfied vrith 
a transaction. 



Administered Prices >--Hhen a seller, 
usually a producer, establishes his 
prices^ at a predetermined level. 

Administrative Advertising Director. *- 
Responsible for preparation of sales 
promotion budqets including alloca- 
tion by months to various media 
includinn cooperative funds from 
resources, plus staff and freelahce 
compensation; and for maintenance of 
budgets by months. In medium- and 
smaller-sized stores these functions 
are generally performed by the sales, 
promotion or advertising manager. 

Administrative Hanagement. — Same as top 
mananement. 

Advance Da ting >— Dating v^hich is some 
time after actual shipment, giving 
additional time in which payment may 
be made and cash discount deducted. 
The time for payment of the invoice 
is computed from the advance dating, 
rather than from the invoice date'i 

Advertising. — Any paid-for form of non- 
personal presentation of Qoods, 
services, or ideas to a group^ ; 

1, 

Advertising Agency . --An ornanization 
which prepares and places advertise- 
ments for circulation in various " 
types of media to promote the distri- 
bution and sale of products for clients. 

Advertising Allovvance .— The portion of 
cost the manufacturer bears tov/ard the 
promotion and advertisinn of his pro- 
duct at the wholesale or retail level. 
The amount of advertising expense for 
v;hich a wholesaler or retailer is 
reimbursed by the manufacturer; 

Advertising, Black and White . —A? space 
advertisement that appears wit,h black 
print on white paper as distir^guished 
from an advertisement which eniploys 
colors. 



Advertisinn Campaign .— A series of 
advertisements, using a definite 
theme of appeal planned to accom- 
plish a specific task. 

Advertising, Color .— Any paid form of 
advertising which uses color as an 
intearal part of the presentation. 

Advertising, Commodity .— That form of 
advertising which is designed to 
point up the virtues of, or call 
attention to, a specific commodity 
or group of commodities. 

Advertisinn Council .—Dedicated to the 
idea that advertising could and should 
be used in the public interest as it 
had been in the private interest. 
Organized in 1941. 

Advertising. Direct Mail .— Any kind of 
advertising that goes directly to 
the prospective buyer throiinh the 
mails, including letters, booklets, 
samples, folders, and leaflets^ 

Advertising Folder .— A pamphlet, 
brochure, or folded paper on which 
a printed advertisement appears. 

Advertising, Institutional . — Advert i s- 
ino which seeks to build good will 
with the consuming public or with 
people of a business organization. 

Advertising Manager .— Normally super- 
vises all printed and broadcast media. 

Advertising, Point of Purchase . —Adver- 
tising designed to attract the 
consumer public in retail stores 
at the place where the product is 
bought. 

Advertising, Public Relations ^— Adver- 
tising such as institutional adver- 
tising designed to gain the good will 
of various publics, such as stock- 
holders, suppliers, employees, and 
consumers of a business firm. 



Advertising, Remenbranc_e . ~ Adverti si ng 
placed in media of a long lasting 
nature, such as calendars, novelties, 
playing cards, and leather aood$, 
designed to serve as a reminder to 
selected audiences of the name, the 
products and the location df the 
business. 

Advert i s i ng Speci al ti es . --Cons i sts of a 
large number of different items that 
are useful in carryina an advertiser's 
^ name or a brief sales message. [See: 
Advertising, Remembrance] 

Affidavit . "A written statement of 
testimony made before a notary public 
or other person authorized by lav/ to 
administer an oath or affirmation. 

Agate Line.- -nevjspaper advertising unit 
of measurement; an agate line is one 
column wide by 1/1 4th of an inch deep. 

Agency . --A business relationship 
between two parties vjhereby One party, 
the principal, delegates certain 
powers to the other party, the agent. 

Agent.— A person who acts on behalf of 
another person, his principal, in^ 
conducting transactions with a third 
person. 

Agent Middleman .- -A middleman viho 
negotiates purchase or sales or both 
but who does not take title to goods. 

i 

Alien Corporation .— A company doing 
business within the United States 
that has been organized in another 
country. 

Allocated Expenses .— Expenses, other 
than direct, for which oood and appro- 
nriate bases of expense distribution 
exist, so that the assignment of 
expense represents a reasonable esti- 
mate of the true expense incurred by 
each department. 



Allowance .— A credit in lieu of a cash 
refund given to a customer viho is not 
satisfied with a business transaction. 

Allowances from Vendors .— The rebates 
and credits granted by manufacturers 
and wholesalers on ourchases made by 
the store. They may reflect defects, 
in merchandise, substitutions, 
declines in wholesale nrices, and 
payments for promotional services to 
be performed by the retailer. 

Allowances to Customers .— Price reduc- 
tions resulting in refunds to 
customers after the original sales 
were made. 

Alteration Costs .— The costs incurred 
in altering and finishing merchan- 
dise to meet the needs of custof?ers • 
at the time of sale. 

Amortize . --To provide a fund for* the 
payment of a long-term loan or bond 
by setting aside an amount of noney 
periodically. It is also used to 
mean writing-off the cost of a machine 
over a period of years. 

Annual Report .— A report issued by a 
corporation, coverinn the previous 
yea»^'s'activities, financial state- 
ment and future prospects. 

Annuity .— A form of an insurance vihich 
in return for, an aareed-6n premium, 
provides the insured a regular income 
immediately or after he reaches a 
specified age. 

Anticipation .— An extra discount 
commonly allowed by vendors when a bill 
is paid before the expiration of the 
cash discount period. It is usually 
fioured at the rate of ner annum. 
HOv/ever, some vendors soecifically 
state on their invoices that no anti- 
cipation is allowed and in such cases 
there is no advantane in nrenayinq 
the bill. 



c ■ 

Antiquated >"-Hhere a store's physical 
p plant needs renovating or perhaps - 
entire rebuildinn and refixturina. 

AppraisaK — An evaluation of property ^ 
such as real estate, made by a person 
authorized to do so. 

Arrears. --An obligation v/hich remains ^ 
unpaid beyond the date of maturity. 

Assets . " Everyt hi rta a corporation ov/ns 
or due to it; cash, investments, money 
due it, materials and inventories, 
v;hich are called current assets; build- 
ings and machinery, v/hich are knov/n as 
fixed assets; and patents and goodwill, 
called intannible assets. 

Assets, Current, — Cash and other assets 
readily converted into cash* such as 
accounts and notes receivable, inven- 
tory and prepaid expenses. 

Assets, Fixed .— A term used in a balance 
sheet to denote assets of a lasting 
nature that can be used repeatedly such 
as building or machinery. 

Assets, Frozen . —Assets which cannot be 
readily converted into cash. 

Assets, Intangible . "Assets, such as good- 
will, patents and' organization costs, 
grouped under the caption "intangibles" 
in a model balance sheet. 

Assistant Buyer. r -Responsible for depart- 
ment's merchandise operation when buyer 
is in market; fillinq merchandise in 
receivinn and market inn department j 
follow- through on advertising^ details 
and okayinq copy, illustrations from 
merchandise viewpoint. 

Assortment Plan .— Complete ranae of 
merchandise in a category pUnned to 
various depths of inventory to meet 
customer demand. 



. • " 

At the Market .— An order to buy or sell^ 
a security "at the market" means it 
vjill be bounht or sold by the floor 
broker at the best available price 
when the order reaches th^ floor. 

Auction Company .— Sell at wholesale by 
the auction method. Sales are con- 
ducted under definite rules and are 
usually made to the highest bidder. 

Audiende .— In advertising this refers 
^ to the readers, listeners, or viewers 
of an advertising messaae. 

Audited Sales .— Resultinn net figures 
of the sales for any period, daily, 
weekly, monthly, semi-annually, or 
annually. 

Audi t1 nn Department . - -Department in the 
controller's division whose responsir 
bilijty Is the daily auditing of sales 
and rcturn-merchanflise transactions. . 

Author i z i no . --Approval of a charne trans- 
action by, credit personnel when the 
amount of the sale exceeds floor 
limits or when identification of the 
customer and account is requit*ed. 

Automatic Pasement .— Basement or dov/n- 
stairs store in a large department 
store where orices of merchandise 
are automatically marked dov/n after a 
specific period of time has elapsed. 

Automatic Reorder .— Reordering staple 
merchandise on the basis of a pre- 
determined minimum quantity; when 
this minimum is reached, the quantity 
of the initial order is again purchased. 

Autonomous Opera ti on . — Achi eved by branch 
stores as they grow larger, develop 
more autonomy in operation, and are 
treated on "equal stores*' basis with 
downtown store. 
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Average Gross Sa1e >"Donar amount of 
gross sales divided by number of 
.sales trarjsactions or sales checks^ 
which produced the aross sales. ' 

Average Stock (same as average inventory)- 
An average of the stock or> hand at . 
representative dates throughout the 

* year or season. 

Averaginn Harkup *— Adjusting the pro- 
portions of goods purchased at varying 
markups In order to achieve a desired 
annrenate markup either for a certain 
period or on an individual lot. 

Profitable merchandising often leads 
management to seek out opportunities 
to Increase the average markup by 
increasing the proportion of high- 
markuD goods, but in some lines 
competition is forcing lov/er averane 
markups which may increase profits if 
sales can be materially increased. 



Backlog .— A reserve or accumulation of 
" unfilled orders. 

Back Order. — The portion of a customer's 
order undelivered for any reason, but 
usually because of the unavailability 
of product or merchandise. 

Backup Stock .— Additional merchandise 
iivailable in warehouse or in forward 

" stockroom. Particularly important 
for runners or best sellinq staples. 

Bad Debt.— A debt which is uncollectible. 

— • ■'^ 

Bailment. — The act of an owner of goods 
turninq them over to another for 
repair, storafie, rental, safekeepina, 
or the like. 

Balance-and-Mix .— A complete assortment 
in rugs includes accent rugs, broad- 
loom runs, scatter rugs, orientals, 
remnants to satisfy vrants, needs, 
pocket books of majority of customers. 

Balanced Stock. — Balanced^ stock and/or 
assortment make's available vjhat the 
customers want throuahout all price 

. zones or price ranaes in proportion 
to >^that demand. 

Balance Sheet .— Lists the assets, the 
liabilities, and the proprietorship 
interest of the owners of a business. 

Bargain Basement .— The basement of down- 
stairs store of a department store that 
specializes in nrice lines the upstairs 
store does not carry or of which the 
upstairs store duplicates only the top 
price line; the downstairs store empha- 
sizes special values. 

Bargain Store .— Hhere everythina is 
stocked provided it can be sold in quan- 
tity at a sub-market price. Distress 
merchandise and job lots are often 
bought in huge quantities, but little 
or no attempt is made to maintain stock 
assortment. 



Barter .— The exchange of aood% without 
money. 

Basic Assortment .— The smallest number 
of pieces within a groupino of merchan- 
dise to provide sufficient sizes, 
colors, style numbers, etc., to 
satisfy customer demand. 

Basic Stocks .— Items, numbers,/ or models 
that must be included in a line or 
classification. A basic stock is pri- 
marily an assortment of the bread-and- 
butter items that enloy day-to-day 
customer demand. Basic stoclJ is 
usually staples but non-staple items 
become basic when for fashion or fad > 
reasons, they enjoy temporarily 
increased customer demand. The best 
rule for basic stock is havino what 
the customer wants when she wants it. 

Bear.— A person who believes stock prices 
will 00 doi-jn; a "bear market" is a 
market of declininq prices. 

Best Buy .— An item carried in a price 
line that is a best buy from the anole 
of the customer viho is interested in 
intrinsic qualitv. 

Best-Seller or Runner .— Seasbnal or year- 
a round item or number in a line that 
sells throuahout season or year at full 
markon, that merits continuous promo- . 
tion in displays, advertisina, 
sugqestive sellinn. 

Better business Bureau .— Financed by 
local media and business interests 
for purpose of promotino accuracy and 
—honesty in advertising and selling. 

Bid.— The price offered by those wishing 
to buy given stocks or bonds. Also, 
the price the dealer will pay for 
securities of the investor. Also, the 
prices offered in competitive biddina 
by financial houses comneting for a new 
security issue. Also, a competitive 

6 - 
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offer in order to get a contract to 
do work. 

Big Board ,— A name qiven to the f!ew York 
' Stock Exchange, 

Big Ticket ,— Usually big in physical size 
and size of price, Natural habitat: 
major appliances, furniture, and other 
hard aoods. Often uses tick- toe system 
of crossing through squares when item 
is sold for read-and-run stock inven- 
tory. 

y^illed Cost , --The invoice cost of 
purchases less trade and quantity 
discounts but without the deduction 
of cash discount, 

Biller ,— Personnel in the accounts 
receivable department whose responsi- 
bility is to prepare a bill for the 
customer for purchases made durinq ^ 
the preceding month. 

Billing ,— The act qf sending a bill or 
a notice to nay^^tb a person or firm 
owing money. The procedure of sendina 
a statement of what is due and payable 
by a business firm- who sold or deliv- 
ered goods or services under some 
agreed-upon credit arrangement. 

Billing Cy^le ,— A system of billing 
whereby a company will mail out a 
certain number of statements each day 
or at periodic intervals durino the 
month in order to balance the work- 
load Vor this kind of work. 

Bill of Sale ,— A written agreement by 
the terms of which the title or other . 

* interest of one person in goods is 
transferred or assigned to another. 

Bill of Lad iifig ,— Form used by the carrier 
denotino the consignor^ consignee, 
number and weight of packages, des- 
criotion, shipping charges (sometimes, 
not always), date, and other informa- 
tion necess^iry for shipment and receipt 
of goods into the store. 



Bills of Fxchanoe . "Drafts used in 
domestic trade, except that they may 
be written in terms of francs or 
marks instead of dollars. 

Blank-Check Buying .— A retailer places 
an open order with a vendor generally^ 
to start off a season, with specific 
details followina throuahout season 
as needed. 

Blanket Order , --Pre-season order to 
meet anticinated needs, placed before 
production has started; buyer orders 
against blanket order to meet needs 
as season arrives and proaresses. 

Blind Advertisement ,— An advertisement 
which does not have a company name or 
sinnature on it. A cotnmon exajnple is 
a help-wanted advertisement in the 
classified section of a nevispaper, 
describing the position but not naming 
the company involved. 

Blind Product s.— Unusual, interesting. 
Intriguing items produciria a higher- 
than-normal markon because of special 
appeal to customers. 

Block Style . --A form of business letter 
in v/hich there is no indentation made 
for the opening line of a paranranh. 

Blue Chip .— Common stock in a company 
knovjn nationally for the quality and 
wide acceptance of its products or 
services, and for its ability to make 
money and pay dividends in nood times 
and bad* Usually such stocks are 
relatively hioh-priced and offer 
relatively low yields. 

Board of Directors .— A group of people 
elected by the shareowners of a 
corporation. The board nakes oolicy 
decisions and selects officers %o^ 
run the company. 
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Bond. "A bond is basically an lOU. The 
person who invests his money in a bonlSl" 
is lending a company or government a 
sum of money for a specified time, 
with the understanding that the 
borrower will pay it back and pay 
interest for using it. 

Bond Averages . -"Compu ted daily similar 
to stocks. Dov/- Jones bond averaaes 
are the best known type. 

Bond Discount .*-The amount by which the' 
price on a bond is less than the 
stated value of the bond. 

Bond Premium .— Amount by which the price 
exceeds the stated value on a bond. 

Bonus (P.M. Premium f-]oney). ^-Add i t i ona 1 
bonus paid to salespeople for selling 
slovj-moving, pre-seasbn, or higher- 
priced merchandise, or for a special 
promotion; sometifnes paid by vendor 
uDon approval by store. 

Rook Inventory . "An inventory v/hich is 
not the result of actual stocktaking 
but of adding* the units and the cost 
of incdminq .goods to previous inven- 
tory figures and deducting the units 
and costs of outqoing aoods 

Boutique . --Small shop; especially one 
that sells fashionable clothes and 
accessories for v/omen. 

.Boycott.— Takes place when union members 
refuse to purchase products from com- 
panies whose employees are on strike 
or where soma condition prevails to 
which the union is opposed. 

Branch House . *-An establishment main- 
tained by a manufacturer or a whole- 
saler, detached from the headquarters 
establishment and used primarily for 
the purpose of carrying stocks, 
selling, and delivering his product. 



Branch Merchandising Plan >— Increasing 
influence of branch store managers and 
their merchandising staffs in 
recommendinq or requesting items, 
lines, or brands from specific 
resources, 

Pranch Store . --Oi^/ned and operated by the 
patient or flagship store; oenerally 
located in a suburban area under the 
name of the flaaship store. 

Brand . — Is a v/6rd, letter or group of 
words or letters comprisincTa nan^e or 
design or a combination of these 
v;hich identifies the aoods or services 
of one seller and/or distinnuishes 
them from those of competitors. Brand 
is a more inclusive aeneral term than 
trademark* 

Brand fane.— A brand or part of a brand 
consistinn of a word, letter, or ordup 
of words or letters comprising a name 
which identifies the goods or services 
of a seller or nroup of sellers and 
distinguishes them from those of com- 
petitors. 

Brand, national .--The name of a. product 
which is sold throuahout the country 
as distinguished from a private brand. 

Frand, Private *--A product name used 
specifically by an individual firm. 

Breach of Promise .— The failure to 
perform a duty which has been agreed 
upon by contract. 

Break- Fven Chart .— A chart used in 
budgetary control on which the break- 
even point is shov;n and which presents 
relationships between volume, costs, 
prices and profit. 
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Break- Even Cost ,-*The cost price of an 
article for vjhich the retail price 
has been determined that will provide 
a mirkup just sufficient to coyer the 
^direct expenses incurred, or probably 
to be incurred, by stockina and sell- 
ing the item; 

Break-Even Point >-'-The level in sales 
volume at which a companyVs revenue 
equals its overhead and variable costs. 

Break- Even RetalK -^-A retail price that 
will provide aWkup just sufficient 
to cover the direct expenses incurred, 
or probably, to be incurred, in stock- 
inq and selling the item. It is the 
price at which the item is expected 
to contribute neither to profit nor 
to loss; that is, it provides no con- 
trollable margin to help pay for the 
joint expenses of either the depart- 

^ ment or the store. , 

Bridal Advisor .— Responsible for bridal 
bureau and, in some stores, responsible 
for the bridal salon where v/eddinq ciowns 
and fashion accessories are sold. 

Bridal Consul tant.— Generally located 
in bridal salon to help' bride in 
selection of gown, accessories, intimate 
apparel, brides maids costumes; fre- 
quently goes to bride's home to arrange 
wedding gifts, to the church to super- 
vise wedding preparations. 

Bridal Reg istry >-- Registration bureau, 
preferably located in or near chinas 
glassware, or bride-to-be in selection 
of patterns, then registers patterns 
and maintains record of what pieces have 
been purchased by relatives, friends, an.i 
guests to avoid duplication of gifts. 

Broker .— An agent, often a member of a 
Stock Exchange firm or an Exchange mem- 
ber himself 5 viho handles the public's 
orders to buy and sell securities. 



Brokerage Firm .— A aroup of brokers who 
buy and sell for their customers, and 
also assist in financing these trans- 
actions. 

Brown Goods . - - Rad i os . televisions, 
e1 ectronics. 

Budget .— A target, insofar as plans- 
income and expenditures are concerned, 
agreed upon by the manaoement of a 
company as a measure of good perfor- 
mance durinn a specified future 
period. / 

Budget, Advertising .— That portion of the 
budaet of a business which concerns 
itself with the plans and anticipated 
expenditures for advertising. 

Ruriqet, Sales . --That portion of the 
budget of a business which is con- 
cerned with plans and anticipated 
expenditures for sales. 

Budget Store .— riay be a section in flag- 
ship store or branch store special- 
izing in price lines the regular 
upstairs store c'oes not carry or of 
which the upstairs store duplicates 
only the top price lines; may also be 
called Pargain Basement or Dov/nstairs 
Stor§. 

Bulk Merchandise Delivery . -"Large mer- 
chandise items such as major appli- 
ances, furniture, beddinn, and ruas 
reguirinn at least tm men to 
deliver, that cannoiube^handled by 
parcel delivery men* Some stores 
employ commercial truckina companies, 
or manufacturer's distributor 
delivers directly to store's customer. 

Bull .- -A person who believes stock 
prices will rise: a "bull market" 
is one with risinn prices. [See 
Bear] 



Business Communi cations > --The various 
forms of oral and written messages 
used by a business in the conduct 
of its affairs. 

Business Conditions >--Any circumstances 
or external factors which modify the 
nature > existence or occurrence of 
business activities. The environment 
in which business operates at any 
particular point in time. 

Business Cycle . —A recurrinq sequence of 
changes in business activity. Follow- 
ing a period of prosperity, business 
activity declines throuah a recession 
to a low point, called a depression. 
A period of recovery then follows 
when business becomes more and more 
active until prosperity is restored 
and the cycle is completed. 

Business Law .— 'The same as connercial 
law. 

Business Papers. --Trade, industrial, 
and professional magazines and news- 
papers that circulate only among , 
businessmen and that are useful in 
advertising industrial or business 
qoods and services. 

Buyer . --A consumer. Also an employee 
whose work is to buy goods for a 
business firm. 

Buyer's Market. - -llarkgt situation in 
which manufacturer's inventories are 
hiqh and demand is slow:, also knov^n 
as a ''soft" market. > 

Buying by Specif i cations .— Hhere store 
submits definite specifications to 
manufacturer, rather than selecting 
from goods already on the market. 
Private or controlled brands are 
normally purchased by an individual 
store or through a regional buying 
office on specifications. 
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Buying Committee . --Composed of the top 
marketing and purchasing personnel in 
the company concerned, is charoed with 
the duty of determininn the accept- 
ability of new items that are offered 
to their stores for sale* 

Buying, Forward .— A policy ot purchas- 
ing in large amounts at infrequent 
intervals as distinqulshed from 
hand-to-mouth buyinn.. 

Buying Group (Buyinq Office, Resident 
Buyinq Off ice) .— Organization reore- 
senting group of non-competinrj stores, 
formed primarily for buyino merchan- 
dise; may be independent, store-owned, 
^ or own the stores. 

Buying Habits .— The observable way that 
buyers or consumers behave when pur- 
chasing goods and services. 

Buying Hours .— Specific hours set up by 
store or regional buyinn office for 
buyers to meet with vendor salesmen 
and Inspect merchandise samples. 

Buyinq Pov/er .— The value of a specified 
monetary unit in terms of the amount 
of commodities or services that can 
be bought with It. Also, the expend- 
able income of a specific group or 
class of purchasers. 

Buying, Reciprocal .— The act of pur- 
chasinn from venders viho are customers 
as distinauished from vendors who are 
not customers. 

Bylaw .— Rules and renulations a board 
of directors is to follow in con- 
ducting the business, 

By -Product .— A product resultinn as an 
Incident of the manufacture of some 
other product. In the production of 
lignite coal, for example, some of 
the by-products are coal tar and 
ammonia salts. 
- 10 - 
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Calendar Meek .— A v/eek beginning at 
12:01 A.M. Sunday and ending at 
12:00 P.M. Saturday. 

Callable Bonds , --Bonds which have the 
feature of a call price. 

Call Credit . >-Used when merchandise is 
picked up by store's delivery system 
from a customer, returned to store, 
and customer is credited for price of 
merchandise. 



Call Price .— The exact amount at which 
bonds can be redeemed. 

Call System . --Arrangement in some sell- 
ing departments to give each sales- 
person by numerical rotation, an 
equal opportunity to wait on customers; 
commonly used in men's clothinn depart- 
ments^ major appliances, and furniture. 

Call Tag ." Tag or form used by delivery 
driver to call for, and attach to, an 
article or packaae to be picked up at 
customer's address and returned to 
store. 

Canned Sales Talk .— A complete sales 
presentation which salesmen commit 
to memory and use verbatim before 
prosoects. 

Canvassing. — The act of going through a 
sales territory for such purposes as 
finding prospects or soliciting sales, 
subscriptions or advertising. 

Capital .— An aggregation of economic 
goods used to promote the production 
of other aoods instead of being 
valuable solely for purposes of 
immediate enjoyment or consumption. 
Produced goods to be used for further 
production* 



Capitalism. — The economic system which 
provides for all or almost all the 
capital goods to be owned by nrivate 

— c^itizens , -^rather JLhan^y^oovernmen t . 

Capital Funds .— Money that is available 
from individual savers or from groups 
through savings institutions for 
investment in business enternrises. 

Capital Gain .— The profit realized by 
an investor who buys a security (or 
capital asset) at one price and later 
sells it at a higher price. 

Capital Goods .— The machinery, tools, 
equipment, etc., used in production, 
[See- Capital] 

Capitalization .— Total amount of the 
various securities issued by a 
corporation. This may include bonds, 
debentures, preferred and common stock. 

Capital Turnover .— The ratio between net 
sales and the average inventory at 
cost. It is calculated: net sales 
average inventory at cost. 

Car Cards . --Advertising media found on 
street cars, buses, subways, or on 
commuter railroad cars, where they 
may be seen by people on their way to 
and from work and on shoppinn trips. 

Carrier .— A railroad trucking firm, air 
line, express company, bus line, steam- 
ship or river barge company that trans- 
ports merchandise from vendor to store. 

Carrier Transportation . — Transporti ng 
organization for shipment of aoods. 
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Carrying Charge >— A recurrinn cost inci- 
dent to the possession or ownership of 
property, usually regarded as a current 
expense but occasionally added to the 
cost of an asset held for ultimate 
disposition where the market or likely 
disposal proceeds are judged to be 
sufficient to absorb the cost thus 
enhanced. 

Carry Quts.— flerchandise carried from 
store by customer, expediting delivery 
and saving delivery expense, particu- 
larly sinnificant in branch stores. 
Also called "Take-Withs." fiust be 
forward stock immediately available. 

Cash B efore Del IvgryjCBDj. --"Cash 
Before Deliver^' goods vjhich are paid 
for before they are delivered to the 
consumer. 

Cash Dfscount.— Percentage off billed 
price; concession for paying bills 
within time period indicated on 
invoice. Cash discounts Include 
anticipation; cash discounts are 
merchandising gains, included in com- 
puting gross marnin. 

Cash Disc ounts Ea rned.— The discounts 
for prompt payment of purchases earned 
on the goods sold during a period. 

Cash Price .— The price charged when 
payment is effected within a specified 
interval of time, usually either imme- 
diately or within 30 days. It is 
usually the same as C.O.D. price. 

Cash R eceip ts fien ort.— Form used by 
salespeople to list cash received from 
sale of merchandise at end of each daVs 
business. 

Cash Registe r Bank or Fund .— Hon ies qiven 
to eacii salesperson for the purpose of 
making chanae. 



Cash (or Collect) on Delivery .— CO. P.— 
An instruction attached to a lot of 
goods requiring collection of a 
specified amount of cash from the 
buyer as the qoods are turned over 
to him or as services are rendered. 

Cash Sale .— The delivery of goods or 
the performance of services subject 
to receipt of cash payment imme- 
diately, or, if aareed, within a 
certain period. 

Casual Sale .— One that is outside the 
province of oroanized business, such 
as the sale of an old lawn mov^er by one 
person to his neighbor. 

Caveat Emptor .— The nrinciple that the 
seller (manufacturer and/or retailer) 
cannot be held responsible for the 
quality of his product unless nuaran- 
teed in a warranty. Literally; let 
the buyer beware. 

Central Buying .— Buying activities oof a 
group of centrally contr^plled or 
associated stores; generally for 
merchandise uniformly carried where 
bulk purchases can influence the 
purchase price. 

Central Control Office .— Office charged 
with responsibility for merchandise 
control system and accurate accumula- 
tion of pertinent statistics. 

Centralized ^uy inn .— All buyinn done by 
merchandise staff located in flaashio 
store or buying center, perhaps located 
in corporate headquarters or v/arehouse. 
Central buying increasingly Influenced 
by requests, suggestions, opinions of 
branch store mananers^ and their mer- 
chandise staffs. 



12 - 

16 



Centralized Hanaqement >-^Hhere branch 
offices are not permitted to make 
major decisions for themselves. The 
central or home office makes all 
these decisions. 

Chain of Discounts. -- Granted by the 
seller to the buyer » the list price 
is followed by several trade dis- 
counts, which are customarily applied 
in tarrt to an ever- lessening figure. 

Chain Stores ,— Two or more stores iden- 
tical merchandise; owned and merchan- 
dised by one individual or one company. 

Chattel iiortgaqe Bonds. — Securities on 
which movable items, such as equip- 
ment, is used as security for the 
bond. 

Channel Dis c ount .— A discount comparable 
to a distributor's discount but differ- 
ing by being applied against sales to 
institutional buyers includinn state 
and federal agencies and purchasers 
v/ho further process the product or 
assemble it in a large unit. Because 
such purchasers distribute a different 
product, larger or smaller discounts 
than distributor discounts may be 
justified on the ground that a differ-, 
ent class of c ustome r is being served. 

Channels of Distribution .— The routes a 
product follmvs as it moves from 
producer to ultimate cdnsumer. 

Character Reference .— A statement supplied 
by employers, acquaintances, schools, 
and other objective sources, testify- 
ing to a person's character and ability. 

Charge Account .— A credit arrangement 
v/hereby a customer is permitted to 
charge purchases and to pay for thm 
according to some predetermined plan. 
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Charge-O-Plate .— Copyriohted name of 
small identification plate showing 
customer has a charoe account; plate 
is used to imprint saleschecks. 

Charge-Authorizing Phone . — Tel ephone 
connecting selling department direct 
with credit-files section solely for 
credit authorization calls. 

Charter .— A corporate charter is usually 
issued by the state government. It 
creates the corporation and sets 
forth its purposes. 

Check .— A neootiable Instrument, payable 
— on demand, which is drawn on a bank 
for payment of a specified sum of 
money to a desionated person or bearer. 

Check, Cashier's .— A check which is 
drav/n on the bank that issued it. 
used by persons who are dealing with 
a business firm which may be unwill- 
ing to accent a personal check. 

Check, Certified . --A check dravm by a 
depositor and guaranteed for payment 
by a duly authorized officer of the 
draviee bank. 

Check-outs. --Stations where customers 
carry self-selected merchandise, pay 
cashier, and have merchandise virapped. 

Check, Post-Dated .— A check dated later 
than the date on ivhich the check was 
v/ritten. The check cannot be cashed 
until the date on it. 

Check, Stop-Payment .— A check which can- 
not be cashed due to an order written 
by the oayee notifying the bank not 
to honor the payment. 

Check, Traveler's .— A special type of 
check sold through banks by such ccb- 
panies as the American Express Company, 
used by persons who do not wish to 
carry large sums of money with them 
when away from their ov/n bankino facil- 
ities. 
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Ch1 si ers . —Customers who attempt to oet 
store to reduce regular prices for 
merchandise or services, particularly 
When buying multiple units, generally 
more successful v/ith Mama & Papa stores. 
Also buyers and merchandise managers 
who try to force prices doivn from 
resources. 

Chopped Ticket . '-That part of price 
ticket removed from sold merchandise 
and fon^jarded to vendor rightly as 
step in vendor's computerized stock 
control for reorders. 

Circulating CapitaK -^Same as Current 
Assets. 

Class Advertising. ""Is directed at 
special groups of people, such as 
newly married couples, golfers, or 
college students. 

Classification . *-A subdivision of a 
store or of a selling department for 
which separate merchandising records 
are kept but to which expenses are 
not charged and for which net operat- 
ing profit is not determined. 

Classification ControK --System of mer- 
chandise control wherein a classifi- 
cation is controlled by dollar 
inventory and sales rather than by 
units. 

Classification flerchandising. — Classi- 
fying merchandise in groups that are 
interchangeable from customer's viev/- 
point. 

Classified Advertising .— A type of 
advertising Vi/hich appears in columns 
of a publication under fixed headinas., 
usually in alphabetical order. The 
yellow panes of a telephone directory 
are examples of such advertising. 



Classified Directory . --An alphabetical 
list of companies and products, con- 
tained in a special advertisino 
section of the telephone book. 

Clerk llrap .—flame applied to system in 
which salesperson disposes of entire 
transaction, includina wrappings of 
"send" pierchandise (a semi-clerk wrap 
is contained to "take-vnth" trans- 
actions). 

Close Corporation .--Vfhen the stock of 
a corporation is not available for 
purchase by the aeneral public. 

Closed-Door Discount Houses .— Sell only 
to consumers who h&ve purchased mem- 
berships. Members are frequently 
selected from more or less cohesive 
groups, such as government employees 
or labor unions, and they are per- 
mitted to buy in these stores. 

Closed-End Issue .— When an entire issue 
of mortgane bonds are sold at one 
time. 

Cluster of Stores .— That which will 
produce enough sales volume in a 
geographical area to bear cost of 
advertisino, central warehousina, and 
distribution and provide a profitable 
operation. 

Collateral .—Securities or other pro- 
perty pledged to secure the repayment 
of an obligation. 

Collection . --The securino of payments 
from customers who did not nay cash 
at the time of purchase. 

Collection Letter .— A business letter or 
series of letters desioned to help in 
the task of collectino overdue credit 
accounts. 



Collection Procedure . — The method 
established for securing payments of 
amounts due from credit customers. 

Column Inch , --One column wide by one 
inch deep: a print advertising term. 

Combination Sale , —The sale of a second 
item or items in conjunction with an 
established product at an attractive 
combination price. Usually the 
second product is a new one vrfiich is 
sold on combination with a v/ell- known 
product. 

Commercial Business . --Firms enoaged in 
marketino, such as viholesalers and 
retailers, firms enqaged in finance, 
such as banks and investment concerns; 
and ir\ the service field, which 
includes communication, transporta- 
tion, gas, electric power, water, 
supply, hotels, and theaters. 

Commercial Consumers .— Includes hotels, 
offices, banks, schools, hospitals, 
and theaters. 

Commercial Goods .— Consist of tnany 
items that are not intended for use 
in the fabrication of other goods 
but which are destined for use in 
business in the form in which they 
are purchased. 

Commercial Lav/ .— The lenal rules which 
relate to mercantile transactions. 
The body of legal rules qovernina 
business intercourse. 

Commission .— Remuneration of an employee 
or aqent relatinn to services performed 
in connection with sales, purchases, 
collections or other types of business 
transactions, and usually based upon a 
percentaoe of the amounts involved. 



Commi ssiona i re . —A foreiqn resident - 
buyer who assists. in locatinn resources 
and placinci orders in a foreinn 
country. He charges a fee which is 
included in the landed cost* 

Commission House s— The same as sellinq 
aaent. 

Commission Merchant .— An aqent v^ho 
transacts business in his own name 
usually exercising physical control 
over noods consigned but not sold to 
him, and who negotiates the sale of 
such noods under instructions issued 
by his principal. 

Commitment , --A proposed expenditure, 
evidenced by a contract or nurchase 
order given to an outsider. 

Commitments .— The amount of merchandise 
which a store has contracted for 
delivery durina a period. If the 
period is entirely in the future, the 
commitments include only outstanding 
orders. If the oeriod has partly 
elapsed, the commitments include 
current outstanding orders plus 
purchases already received during the 
Dortions oT the period that has elapsed. 

Commodity .— Anythinn which has value and 
is therefore salable. Everythinn which 
is movable that is bought and sold, 
such as wares, merchandise, and produce. 

Commodity Advertising .— Designed to sell 
one or more definite identified 
commodities, and usually it describes 
and extols their good Qualities or 
satisfaction-giving features,_or their 
prices. 
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Common Carrier >--Any person whd under- 
takes and is authorized to transport 
persons or goods as a regular busi- 
ness. Under common law such a person 
must provide facilities for all that 
apply at fair and nondiscriminatory 
rates; and he is held liable for any 
accident or damage in transit except 
those attributed to an act of God, a 
foreign enemy, or carelessness by the 
person transported or by the shipper 
of the goods. The liability of a 
common carrier for any loss or injury 
to nroperty received by it for trans- 
portation is in effect that of an 
insurer. With respect to passengers, 
havever, the common carrier is liable 
only for want of proper care. 

Common Stock .--Securities which represent 
an ownership interest in a corporation. 
If the company has also issued preferred 
stock, both common and preferred have 
ownership rights, but the preferred 
normally receives dividends before any 
are paid on the common stock and, in 
the event of liquidation, has a prior 
claim on the corporation's assets. 
Claims of both common and preferred 
stockholders come after the claims of 
bondholders or other creditors of the 
corporation. Common stockholders assume 
the greater risk, b»t generally exercise 
the greater control and may gain the 
greater reward in the form of dividends 
and capital gains. The terms "common 
stock" and "capital stock" are often 
used Interchangeably when the company 
has no preferred stock. "Capital stock- 
also is used to designate all stock 
both common and preferred. [See 
Preferred Stock] 

Communicate .-- 'To import knowledge of; make 
knov^n-, to communicate information to and 
from store executives and employees. 
Adequate communication seriously lacking 
in many stores, particularly from flan- 
ship store to branch store, staff and 
personnel . 



Communication Lack . --Failure to notify, 
inform, or report information, facts; 
rules or reoulations from top manage- 
ment down through the ranks or direct 
from line personnel. 

Communications flix . --Involves the employ- 
ment of the elements of personal 
sell inn, advertising, and sales 
promotion In such proportions as to 
achieve the optimum return to the 
comoany. 

Community Shoppino-^Center . — Usua 11 y 
defined in size as 20 to 40 stores, 
including one junior department 
store; on 20 to 25 acres; needing 
5,000 family tradinn area; 100,000 to 
200,000 square feet in store area. 

Comparison Department.— Store depart- 
ment whose function Is to compare 
prices, styles, quality, service* 
etc., with those of competitors. 

Comparison Shopper ,— Employee in com- 
parison department charqed with 
reportina competitor's activities 
and merchandise. 

Competition .— The act of striving for 
something that is sought by others 
at the same time. A market situation 

u in which there are many informed and 
independent buyers and suppliers of 
the same economic qood or service 
and In which the price is free from . 
government Interference. 

Competitive Price .— The orice established 
in a market by the bargaining of a 
considerable number of buyers and 
sellers, each acting independently 
of the other, no one of them havinn 
power endunh to dominate the market. 

Complementary Skills .— Secondary skills 
that add to and Improve the basic 
skills and abilities important in the 
performance of duties required for 
specific responsibilities. 
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Complement of the Harkup^ -'-The cost price 
as a per cent of the retail. It may be 
calculated as 100% minus the markup per 
cent on retail. Thus, if the markup is 
35?^, the complement is 65%. 

Compliance Bureau * --Purpose is to collect, 
analyze, disseminate, and follow-up the 
various government regulations affecting 
the store, particularly in its merchan- 
dising and personnel operations. 

Complimentary Close ,— The closing of a 
business letter after the final para- 
graph and before the signature of the 
writer. Such expressions as "Yours 
truly," and "Sincerely yours," are 
complimentary closes. 

Composition.— In commercial law this 
refers to an agreement by creditors to 
accept a stated percentage of their 
claims as a complete discharge in 
order to avoid long, costly proceedings 
in bankruptcy. 

Comprehensive Coverage .— A blanket protec- 
tion under an insurance contract for 
practically all risks involving 
property such as combined protection 
for losses due to fire, theft and 
casualty. 

Consignee .—The recipient of merchandise 
v^hich has been shipped on consignment. 
See definition of Consignment- 

Consignment Purchases . —Vendor ' s merchan- 
dise that is received into a retail 
stock under an arrangement, v/hereby 
the store has the right to return to 
the vendor any portion of the lot 
unsold within a specified period. Con- 
signment purchases are generally treated 
as a part of the store's purchase and 
inventory figures. 



Consignment Purchase and Dating .— Purchase 
wherein title to merchandise does not 
pass at time of shipment but at expira- 
tion of specified period, when buyer 
is privileged to return to vendor any 
unsold goods. 

Consignment .— Goods shipped for future 
sale or other purpose* title remaining 
with the shipper (consignor), for which 
the receiver (consignee), upon his 
acceptance, is accountable. Consinned 
goods are a part of the consignor's 
inventory until sold. The consignee 
may be the eventual purchaser, may act 
as the agent through. whom the sale is 
effected or may otherwise dispose of the 
goods in accordance with his agreement 
viith the consignor. 

Consignor .— The owner who ships merchan- 
dise to a party on consianment. 

Consolidated Delivery .— Delivery service 
of an independent organization which 
accumulates and delivers packages 
from various stores. 

Consu 1 tant . —General 1 v an individual or 
organization outside of store personnel 
acting as an advisor. Hay be a store's 
retired executive v^hose experience, 
ideas, and know-how are valued by top 
mananement, working on a part-tipie 
basis. 

Consumer. buyer of aoods or services. 

Consumer Attitude .— The viewnoint of 
consumers on the values or merits of 
goods and services available to them. 

Consumer Cooperation .— A retail store 
ovjned and directed by its ovm associa- 
ted consumer membership. 
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Cbnsumer Credit . --Credit extended by a 
bank to a borrower for the specific 
purpose of financing the purchase of 
a household appliance, alteration or 
improvement » or piece of equipment 
v^hich may include an automobile or 
small aircraft. This credit is 
generally extended to individuals rather 
than to businesses. The largest field 
for this type of financing is in house- 
hold appliances and honie improvements, 
such as insulation work, furnaces, 
storm windows and doors, etc. The loan 
is made for twelve, eighteen and 
twenty- four months, or longer, and a 
liquidation agreement is based upon a 
definite repayment in equal monthly 
installments. The bank has a chattel 
mortgage, a lien or a lease agreement 
as collateral on the commod^ ;y purchased 
and may take possession of xne property 
at any time that the liquidation agree- 
ment is not carried out by the borrower. 

Consumer Demand .— The desire for goods 
and services coupled with the requisite 
purchasing power* 

Consumer Finance . —The grantinq of credit 
to ultimate consumers by retailers, 
banks, and other lending aaencies. 

Consumeri sm . — Interest in the consumer's 
welfare, how honestly and how well the 
customer is served, and informed, how 
accurate and how adequate that informa-^ 
tion is, how easily it can be understood. 

Consumer Hotivation^ —The field of study ^ 
which explains why consumers act the 
way they do in buying goods and in 
patronizing certain businesses. 

Consumer Pre- test .— Consists of selecting 
a group of consumers to whom are sub- 
mitted samples of advertising copy that 
have not been released for publication, 
for the purpose of kelectina the one 
that appeals to them the most. 



Consumer Goods .— Poods destined for use 
by the ultimate household consumer and 
in such form that they can be used by 
him without further commercial pro- 
cessing. 

Comment: Certain articles, for example 
typewriters, may be either consumers* 
aoods or industrial noods denending 
upNon whether they are destined for use 
by the ultimate household consumer or 
by an industry, or by an industrial 
business, or institutional user. 

Consumer Survey .— A form of market 
research to establish who uses a 
product, what influences the purchase 
of specific products, how products are 
used, and how they are purchased. 

Consumption « --The use of noods or 
services for the satisfaction of human 
desires. Also the use of goods and 
services for productive purposes, as 
v/hen raw materials are consumed in the 
production of the finished product. 

Contingent . --Regular on-the-payroll 
member of sales or sales-supporting 
personnel or employee called in when 
needed to viork part-time or full-time 
in whatever department assianed to. 

Continuous Inventory ,— A iirocess of 
testing inventories and of main- 
taining an egualitv between inventory- 
item quantities physically determined 
by count, weight, or measure, and 

! those appearing at the same time on 
perpetual inventory records. 

Contract .— A legally binding agreement 
betvjeen two or more parties in v/hich, 
for a consideration, one or more of 
the parties agree to do somethinn. 

Contract Account . --Customer account 
with stipulated periodic per cent 
payments. ^ 
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Contract, Conditional Sa1es >'-An install- 
ment sales agreement which provides 
that title remains with the seller 
until full payment is made. If 
im;tallments are not paid when due, the 
holder of the contract may irepossess 
the noods. 

Contract Division , --Sells to institutions 
such as schools, hospitals, hotels, 
motels, and large business firms 
generally at lower markon than retail 
customers pay. Frequently merchandlsje 
is shipped direct from factory to 
purchaser, bypassing store* s receiving, 
marking, merchandising and delivery 
departments. 

Contract, Illegal .— An agreement which 
is either against the best interests 
of society or is declared illegal by 
statute. 

Contract Price .— The price or price 
formula stipulated in a contract or 
purchase or sale. 

Contract Purchasing .— A company enters 
into contracts with its suppliers 
covering the purchase of certain 
materials, the delivery of which will 
be effected over long periods of time. 
Reasons— to protect the supply and to 
take advantage of low prices prevailing 
at the time the contracts are executed. 

Contracts^ Tying .— Sales agreements which 
force a buyer to take certain undesir- 
able merchandise in order to secure 
the particular merchandise he v^ants. 



Controlled Shopping Center . —Shopping 
center in which the owners of them 
frequently determine, in advance of 
giving leases, the number of stores of 
each type that will be permitted on 
the premises. The purpose of this 
restriction is to afford the tenants 
a reasonable chance of profitable 
business by preventina too great a 
concentration of competing stores. 

Control, Sales .— A system of supervision 
Involving the use of records, statistics 
and personal contact for the purpose of 
exercisina control over marketing 
policies and plans. 

Convenience Goods .— Those consumers* 
goods which the customer usually pur- 
chases freauently, immediately, and 
with the minimum of effort. Examples 
of merchandise customarily bought as 
convenience goods are: tobacco oro- 
ductSt soap, most drug products, news- 
papers, magazines, chewing gum, small 
packaged confections, and many nrocery 
products. 

Cofnment— These articles are usually of 
small unit value and not bulky. The 
definition, however, is based on the 
method of purchase employed by the 
typical consumer. Its essence lies 
in consumer attitude and habit. The 
convenience involved may be in terms 
of nearness to the buyer's home, easy 
accessibility to some means of trans- 
port, or close proximity to places 
where people no during the day or eve- 
nina^for example, downtown to v/ork. 

Convertible Pond .— Bonds which r^rovide 
for the exchange of bonds into common 
stock at the option of the holder 
during th& life of the bond issne. 

Conveyance .*" In commercial law this 
refers to the transfer of property 
from one party to another. 
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Control .— Any system, device or means of 
confirminn or checking reports, dates, 
or information (a cash register tape 
is a control). 

Controllable i^iargin .— The difference 
between the gross margin and the direct 
denartmental expenses over which the 
department manager has a degree of con- 
trol . 
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Cooperative Advertising . "-Advertising in 
payment of which manufacturer, 
importer, or distributor cooperates 
with retailer, ^ 

Cooperative Display Fund . — Def i n 1 te 
amount of money provided by vendor, 
qenerally matched by store, for develop- 
ment, construction, and installation 
by store's visual merchandising (dis- 
play) departmentjtp support a specific 
promotion for vendoV^^jS products. 

Co-op Money. "Co-op; Abbreviation for 
cooperative, money, what the vendor 
contributes tov/ard helping promote 
his goods. 

Cd-op tJholesaler. — Owned and operated by 
member storejL;-have no salesmen^ 
selling alone by mail plus two or more 
"showings'' participated in by manufac- 
turners tvio or more times a year at 
headquarters. 

Copy >— The text of an advertisement. 
The main body of writing in an adver- 
tisement which is intended to create 
attention, invite interest, give 
information and promote action. Any 
vjritten material prepared for a printer. 

Copy Theme . ^- The central idea of an 
advertisement or of an advertising 
campaign around which the copy or 
text is based. 

Corporate Bond .— A bond issued by a 
corporation. [See Bond] 

Corporation . --A type of business 
organization. An artificial being 

' possessing properties granted it by 
legal charter, distinct from those , 
who compose it. 

Corporation [Closed] .— A corporation 
whose shareov/ners are all members of a 
family, or a relatively smal) group. 
Its stock is not generally bought and 
sold by the public. 



Corporation [Publicly Owned) .— A cor- 
poration with many shareowners. Its 
stock is bought and sold by the public. 

Cost.— The price at which goods are 
purchased In the wholesale market. 

Cost and Freight (C ft F) ,— The foreign 
shipper agrees to oay transportation 
and costs, but not the insurance 
charges to point stated; title passes 
when the goods are shipped. 

Cost Distribution. — The cost or exnense 
vrfiich occurs in the marketing of a 
product. 

Costing Sales .— Recording the cost orice 
of each item sold on the sales record 
so that a continuous cost of merchan- 
dise sold figure may be available as 
v/ell as a record of retail sales. 

Cost, Marginal. — The increase in the 
total cost of production resulting 
from the addition of one unit of 
output. 

Cost f^ethod of Inventory .— The calcula- 
tion of the value of an inventory by 
first determining the original cost 
price of each item or aroup^ of items. 
Cost codes on price ticket are 
commonly used for this purpose but 
serial or reference numbers attached 
to the goods may allow the determin- 
ation of cost from other records. The 
original cost prices may be depreciated 
if the current market" value is deemed 
to be less than the original cost. 

- Also, the cost of transnorting the 
inventory to the store may be estimated 
and added to the value of the inventory. 

Cost of Goods Purchase d.--* the purchase 
price of goods bought, plus the cost 

. of storage, and transportation and 
delivery to the point where they are 
to be used, and other costs pertaining 
to their acguisltion and receipt. 



Cost of ilerchandise So1d ,--The cost to 
the store of the merchandise that has 

. been sold durinq the peri4)d covered by 
the operatinq statement. TJ^is figure 
is also called cost of sales. 

Cost or Market Method of Inventory 
Valuation * --Valuing an inventory at the 
cost price of the items, involved or at 
their current market value, whichever 

• is lower. It is a threefold process, 
involving (1) tBkinq physical inventory 
at billed cost prices— determined from 
cost codes on price tickets or by 
reference to other cost records^ (2) 
depreciation on itens that are not 
worth what was paid for themj arid (3) 

• determining the approximate amount of 
transportation cjiarges the store has 
incurred in transporting the inventory 
to the store-rrthis is considere4 to be 
a part of the v^lue of inventory. ' 
( 

Cdstume Jei*jelry. - --Relatively inexpensive 
j ewe Tn^ versus jewelry dr gold» silver, 
or plattr^um, generally set with 
precious^ fetones. Sometimes related to 
as "junk jewelry". 

Cost Unit .— The cost of a single product . 
or service including variable cost and 
the amount of fixed cost allocated 
to the product or service. 

Cost Variable . --The portion of a unit cost 
which changes, increases, or decreases 
as the output changes, increases, or 
decreases. 

Cost of Goods Sold .— 'The accounting esti- 
mate of the purchase price of goods 
sold by a firm during a particuTar 
period. In order to arrive at this 
finure the company must first determine 
the inventory on hand at" the beginning 
.of the period. To this is. added the 
cost of freight and net purchases. The 
sum of these three represents the cost 
of merchandise available for sale. From 
this is subtracted the inventory on hand 



at the end of the period. The 
remainder is cost^ of goods sold. 

Coupon .-— Many bonds have coupons 
attached representinn the interest 
payments which are to be made on the 
bond. The bondholder clips the 
coupons as^they come due and presents 
them for payment of interest. 

Coupon Account .— Account wherein customer 
contracts for a certain number of 
coupons, for which he pays in weekly 
installments:, the coupons can be used 
as cash throughout the store. 

Coupon Bond .— Shows no evidence of the 
owner; the corporation does not know 
who holds it; and interest is Da id to 
the party who presents the dated 
coupons which are clipped from the bond. 

Coupon Rate .— A term often used to mean 
the interest rate on a bond a for example: 
$35 Interest per year on a ?1000 bond 
is interest rate, or counon rate. 

Creative Advertising Director .— Res ponsi- 
ble iot workinn with merchandise managers, 
buyers p staff cof^iter«^^-and art 
directors in development of fresh, new, 
interesting, informative presentations 
in various media and in selling infor- 
mation and ideas and for coordination 
of an idea in the various promotional 
media. 

Creative Packaging. — Packaging that 
creates ekcra sales by virtue of eye 
appeal, information labeling, "fresh" 
appeal t aims to be protective informa- 
tion, revealing ?asy to house and 
handle. (Creativ^ packinct is sharp, 
modern, competitive sellinn tool.) ^ 

Creativity .— To involve from one's ovjn 
thounhts Or imagination^^ develoonent 
of a plan, an idea, a nrooram, a 
product to fill a need. 



Credrt.-*the ability to buy or borrov/ 
in consideration of a promise to pay 
within a period, sometimes loosely 
specified, follovnng delivery. [See 
also Consumer Credit] 

Credit Card .-- A card which aives its 
holder the riqht to purchase goods 
and services on account. [See 
Charqe-A-Plate] 

Credit Crunch >--A severe tiahtenfnq of 
credit influencing both vendors and 
retailers due to novernment efforts to 
curb spiral ina economy. 

Credit, Documentary. --An account payable 
in which the credit sale is based on 
the promise of the buyer as expressed 
through the medium of a written instru> 
ment. , ^ 

Credit History Card .— Record of custo- 
mer's account indicatinn home address, 
employer 5, account activity, credit 
limit, delinquencies, past or present, 
other miscellaneous credit data. 

Credit, Intermediate * —Credit v/hlch is 
^^esCaW 1 s iied fdr^^pSHod 1 ong^f^iram ^* 
short-term credit (one year or less) and 
shorter than long-term credit (ten 
years or more). 

Credit letter .— A written communication 
usually emanatinc? from the credit and 
collection department of a company 
deal inn v/ith some aspect of the 
recipient's credit sucH as an ackhov/- 
lednement of a request for credit, 
refusal of credit, or the like. 

Creditor .— A person, group, or company 
v/hich eKtends credit; therefore, one 
to whom a borrovrer owes money. 

Creditor Beneficiary .— A third party to 
whom a promisee owes a debt. If the 
promisee contracts with another to pay 
the Hebt, the creditor beneficiary can 
enforce the promise. 



Creditor, General . --A person to whom a 
debt is owed; who has no claim to 
preferential treatment in the settle- 
ment of bankruptcy proceedings as 
distinguished from a preferred creditor. 

Creditor, Preferred .— A person to whom a 
debt, is ovied who has a claim to payment 
prior to thie qeneral run of creditors. 
For example, an employee with v/aqes 
due has a prior claim over a general 
creditor. 

Credit Rating .— An appraisal or classi- 
fication of an individukVs or firm's 
ability to meet financial obliq^stions. 

Credit Transaction .— A busind^s trans- 
action in which goods, services, or 
other values are exchanged for the 
promise to pay for them in the future. 

Credit Union . ^-Cooperatives organized to 
accept savings from members and to 
loan these funds to other members. 

Cross-Sel 1 inq . — Term applied to sales- 
person's sellina in more than one 
depar tment. 

Cumulative flarkon ^ .--In dollars, the 
difference between the delivered cost 
of merchandise including transporta- 
tion costs and the cumulative selling 
prices originally set. 

Cumulative Plarkun % ,--.The initial markun 
per cant, as calculated from the 
beninnino of the season to a later 
date or to the end of the season or 
year. 

Current Asstts .— Includes cash, receiv- 
ables, and inventories. There is 
a continuous flow of current assets 
in the direction of cash as inventories 
are sold and receivables are collected. 

Current Assets .— Cash or other assets 
that v;ill be converterl into cash or 
consumed within a short time* 



Current Liabilities . --Debts that are 

oiied and payable within a short time. 

I 

Customer.-- A buyer Ojf goods or services, 
usually on a regular basis. 

Customer Complaints . --When customers 
state they are not satisfied with 
products sold by store~as to size, 
material content, length of service, 

^ color, fastness, cleaning instruc- 
tions, v/arranties of guarantees. 

Customer Demand . --How much merchandise 
(how many items or how much in dol lars 
at cost or retail prices) customers buy 
in a stated period of time. 

Customer Return and Allowance Percentage .-- 
The sum of returns from customers and 
allowances to customers expressed as a 
percentage of the gross sales for the 
period. 

Customer's Own Goods-Customer* s Own 
Herchand i se . — Cu s tomer- ovmed articles, 
so identified when in for repair, 
trimming, engraving, etc. 

Customer Surf eys .— Positive efforts to 
determine what customers in a metro- 
market prefer. 

Cut- Throat Competition . —Used v/hen lov^ 
prices on natio»^-^lly known or nation- 
ally advertised products are used as 
"bait" to draw customers into a store 
and efforts are made to switch customer 
to higher-priced full-profit merchan- 
dise (as a rule, assortments of sizes, 
colors, models, and quantities of bait 
merchandise are very limitei or 
quantity customer is^ permitted to 
purchase is limited. 



Cycle Billing.— Correlation of alnha- 
betical breakdov/ns to specific days 
of months to facilitate billino of 
customer's accounts; each breahdovm 
is a cycle and billina for cycle occurs 
on same day each month. 

Cycles .— As related to business, a cycle 
is a round oi^ series of economic 
events thatuceappetfr at periodic 
intervals. The four phases of the 
business cycle are: prosperity, 
decline, depression and recovery. 



Data.~A qroup of collected facts ^roni_ 
vJFich information can be garnered or 
conclusions drawn about a particular 
subject. 

Dating. modification of the usual 
terms of sale, vihereby the time of 
payment is extended ov/inq to circum* 
stances. ^ 

Dating Codes ,--A method of marktng price 
taqs with numbers or letters or both 
in order to keep a record of thie aqe 
uf goods. 

Deal An agreement, such as a purchase 
order, beti^een buyer and seller, which 
if fulfilled, will give use to one or 
more transactions* but i-rfiich in the 
unfilled state does not constitute the 
basis for an entry in the formal books 
of account. 

Deader. --Typically, a dealer buys for 
his own account and sells to a customer 
from his own inventory. The dealer's 
profit or loss is the difference 
beti'/een the price he pays and the price 
he receives for the same security. 
[Contrast: this with a broker.] 

Dealer Aids .— Advertising and promotion 
help given dealers by manufacturers 
through samples, booklets, displays 
and the like. 

Deale r Financing .— A dealer of commodi- 
ties such as household appliances may 
make arrangements with a bank for the 
bank to finance the purchase of these 
appliances upon their sale by the 
dealer. The customers who purchase 
these items then become borrowers of 
the bank under "consumer credit" or 
"time sales" loans. The bank usually 
has the dealer endorse the notes of 
his customers as additional security 
for the loans, and has the dealer main- 
tain reserves on each note with the 
bank as other security. These reserves 
are termed "Dealer Hold— Backs" or 
"Dealer Reserves". 



Debenture. — 'A kind of bond backed 
solely by the credit of a company 
and^ot secured by a mortgage on 
the company's property. [See 
mortgage bond.] 

Debt .— An obligation of one nerson to 
pay money, goods, or service to 
another person as a result of a 
previous agreement. 

Debtor .— A person who mies another 
person oavment for goods or services. 

Decentral i zed f lanagement . —Branch 
offices are permitted to handle their 
ov^ problem solving. 

Decline .*->A stage qf the business cvcTe 
often called recession characterized 
by business apprehension. Production 
slows dGv^n, investors groi» wary, 
industry becomes reluctant to borrow, 
banks tighten credit, unemployment 
sets in, and wages go down. 

Deductions from Other Incorne .— Pis- 
bursements or losses that certain 
to the financing of the business. 
They include expenses incurred in 
borrowing and investing funds; losses 
in the sale of securities and real 
estate and other financial losses 
tfidl are not incurred to earn current 
income. 

Default .— Any debt obligation which 
has not been honored according to 
its terms. 

Deferred-Payment Sale .— 1. An install- 
ment sale. 2. Any sale the settle- 
ment l^or which is extended beyond 
the customary ci^edlt period. 

Deferred Charge .— Also called deferred 
asset. In accounting, this term 
refers to an asset, which rises through 
an adjustment of an expense account, 
the effort of which is to carry part 
of the expense fon^ard into the next 
accounting period. 
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Deferred Liabnity ,"-A1so called deferred 
credit. it\ accounting, this term refers 
to credit which arises through an 
adjustment of an income account, the 
effort of which is to carry part of 
the income into the next account inq 
period because it has not yet been 
earned. 

Def 1 a t i b n ^ - A f a 11 in prices (caused by 
a decrease in the supply of money or 
credit, or both, relative to amount of 
goods available for purchase). 

Delivery. — The passage or transfer of 
possession of goods or services from 
one person to another^ as in a sale. 

Del ivery. Conditional .'--Terms or condi- 
tions accompanying the delivery of 
goods, which must be met or accepted 
before goods win be del i vere.d 

Del ivery Expenses .--Per Cent of sales 
for cost of delivery, including expenses 
of packing, wrapping, delivery of mer- 
chandise to customer, picking up 
customer returns, postage, parcel post, 
and express charges. 

Delivery Period . -^-The expected period of 
time between ordering the merchandise 
and its receipt into stock. In planning 
it is prudent to set the delivery 
period somewhat longer than the normal 
delivery time to allow for occasional 
delays. 

Delivery, Unconditional .--A delivery of 
goods with no terms or conditions 
imposed on the receiver. ^ 

Deluxe Goods . "Higher-priced, exclusive, 
advance styles or models that wealthiest 
customers can afford (store may handle 
deluxe trade without profit for repu- 
tation that comes with having this 
clientele). 

Demand .— 1. The desire by anv person for 
an economic aood. 2. The sum total of 
such desires by all persons, contrast- 
ing viith supply; in economics, a series 
of levels each representing a price and 
the quantity of the commodity or ser- 
vice that buyers are ready to take v/hen 
the price stands at that level or lower. 
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Demand, Consumer . -*The desire by an 
ultimate consumer possessing the 
ability and willingness to pay for 
a good or service offered at any 
specific price. 

Demand, Elastic - -A situation which 
exists when a certain per cent change 
in the orice of a product results in 
a greater per cent change in demand. 

Demonstration Sale .— Presented by 
vendor's representatives-territorial 
salesmen, demonstrators, or staff 
trainer, or by member of department's 
sales personnel, to arm departmental 
staff with facts, selling points and 
show better methods of presentinq 
advantages, use, and care of a product. 

Demonstrator . —Sal esperson who devotes 
all his time to particular manufac- 
turer's products. 

Demurrage .— Detention of freight car or 
vessel beyond time allov/ed for lead- 
ing or unloading, and subseguent 
charges for detention. 

Departmental Analysis ,— To analyze a 
department to determine: 1. whether 
it is producing its due share of 
sales volume in that line in store's 
metromarket, and 2. whether gross 
margin realized is adequate to cover 
expenses and contribute to store 
profits. When unsatisfactory condi- 
tion is uncovered, detailed studies 
aimed at improving performance are 
made, including resources, markon, 
cash discount, stylina, price lining, 
customer traffic, selling service, 
advertising, visual merchandising, 
departmental layout, v^rkroom expense, 
customer returns and adjustments. 

Departmental i zi ng . — Organi zation of 
related merchandise and subsequent 
identification as a department. 



Department Nanaqer ,"In both flagship 
and branch stores department managers 
are responsible for operation of sell- 
ing department, freeing buyer to 
attend vendor meetings, v/orking the 
market, planning and developing mer- 
chandising and advertising programs, 
devising nevj floor display ideas, 
scheduling and training departmental 
sales personnel. 

Department Manager and(or Buyef*v '--tine 
management, merchandiser; in a one- 
unit store has both buying and selling 
responsibilities; in a multi-unit 
operation is primarily buyer. Analyzes 
demand, maintains balanced stocks; 
keeps eye on competition, v/atches 
market trends and developments; looks 
for ^•hot" nexi Items, manufacturer 
selling helpsv "retail" selling ideas' 
supervises and deputizes; responsible 
for profitable operation of depart- 
ment; goeis to bat for Items, line 
promotions, iF^oney to get what is needed, 

Depa r tmen t Ope ra t i n q Sta temen t , — Mon t h 1 y 
report of depar"5n€nt' s operation, 
including sales, stock on hand, mark- 
down, gross margin, expenses, all 
other pertinent factors. 

Department Store.— A retail store, or 
chain of stores ^ which handles a v^de 

" variety of goods, and v/hich is organ- 
ized into separate departments for 
oromotion, sales, service and control. 

Department Store Group .— Individual 
stores that work cooperatively with 
members of Associated Merchandising 
Corporation, Allied Store Corporation 
or May Denartment Stores, as examples. 

Depletion, — A term referring to the 
eventual exhaustion of a source of a 
natural resource, such as coal, timber, 
oil or Iron. Companies developing or 
mining, and sellina these resources 
must have olans to provide money to 
find new sources of supply. The 
federal government makes tax allowance 
to companies for this purpose. 



Depreciation .— A term referring to -the 
v/earing out of machines and equipment. 
Companies must haye plans to provide 
money to replace machines and equip- 
ment i^hen they wear out or become 
obsolete. The federal government makes 
tax allowances to companies for this 
purpose. 

Depression . --A severe, prolonged 
recession. 

Derived Salfis .— A sales figure obtained 
from records of purchases and of 
opening and closing inventory. 

Descriptive Billing . --Posting of 
customer s statement In which name 
of articU purchased is written on 
statement \(saleschecks retained by 
store for adjustment purposes). 

Descriptive Labeling ,— Contents of the 
can or package are listed on the label . 

Desion .— The intended arrangement of 
material s^o pif^duce a certain result 
or effect. Industrial desinn, called 
structural design., refers to the 
design of useful products to be mass- 
produced by machine, 

Designer-Ricked Fashions ,— High fashions 
selected and produced by big name 
manufacturers. 

Design, Packa<9e .— The design of wrap- 
pings, cushioning material, containers 
and markings to protect Items from 
deterioration to prevent loss and 
damage, to facilitate handling, to 
identify and to proinote sales. 

Detention Time .— Charge made by carriers 
due to lack of facilities and space ^ 
on stor€?s receiving docks for carrier 
to unload incoming shipment of mer- 
chandise. 

Diagnostic Routine .— Designed to locate 
errors in a computer program or mal- 
functions in the pmputer itself. 

I 
? 
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Direct Authorizations —Salesperson 
obtains credit authorization before 
releasing "send" merchandise to 
delivery. 

- -Direct Costs > --Those that can be directly 
allocated to the production of a 
coiwnodity, such as materials and labor* 

Direct Expenses . --Expenses incurred 
separately for the benefit of a 
department within a store. They can 
be assigned to departments directly 
and immediately withci«t the interven- 
tion of any element of judgment. 
Direct expenses common to most 
departmentized stores are selling 
payroll, salaries of buyer and assis- 
tants, newspaper and shopping netis 
space costs, and delivery charges made 
by a consolidated delivery service for 
packages delivered for each department. 
Normally, these four classes of direct 
expense total about 40% of the store's 
total expense. Other expenses may also 
be directly charged to departments; 
these include interest on the merchan- 
dise investment, supplies consumed, 
buyers' travelling expenses, and even 
a rental for space occupied. 

Direct Mail .— Use of the mails to make 
announcements, sell merchandise, sell 
services, sell the store, its divi- 
sions, its dependants. Its character, 
and its ways of doing business. Per- 
sonal approach to selective audiences. 

Direct Selling .— The process v/herebv the 
producer sells to the user, ultimate 
consumer, or retailer without inter- 
vening middlemen. The Committee 
recommends that when this term is used 

^it be so qualified as to indicate 
clearly the precise meaning intended 
(direct to retailer, direct to user, 
direct to ultimate consumer, etc.) 

Director of Branch Stores >— Usually a 
vice president, responsible for over- 
all operation of a store's branches ^ 
and "goes to bat" for individual store 
managers with corporation's top manage- 
ment; responsible for volume- and 
profit- increases in branch stores. 
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Director of Personnel .—Executive respon- 
sible for development and activation 
of storeys personnel policies and 
regulations, in employment, training 
and performance reviews. 

Pi rect Sel 1 i nq . —Vendor selling direct 
to ultimate consumer, bypassing v/hole- 
salers and retailers. 

Discharge . —The permanent separation by 
the company of the employee from its 
service. 

Disclaimer Clause *— A clause in a con- 
tract declaring that the seller 
excludes any and all warranties in 
connection with the transaction^ 

Discount .— A deduction from an original 
price which is allowed for pa vino 
promptly or in cash. 

ntscount , Earned . —A deduction from the 
full price which is realized by paying 
cash for the goods or service within 
a stated period. 

Discount rierchandising .—Low-margi n 
retailing, generallysself-service 
selling goods at less than list price. 

Discount, QuaTvtity >— A deduction in 
price given as an inducement to 
buyers to purchase in larger amounts. 

Discounts^ Chain .— A series of dis- 
cpunts from list price. Chain discounts 
are generally used by a business fi/m 
as v/ays of announcing price changes 
without reprinting price 1 is ts. 

Discount Store .— Store operating on 
lower overall marginjthanconventional 
store selling same type of merchandise; 
generally offers less service. 

Discounts to Employees and Customers .— 
Retail reductions taken not because 
of depreciation but as a matter of 
oolicy to qive a preferential price 
to certain favored groups. 

Discount Supermarkets .— Stores with loiter 
prices based on curtailed advertising, 
elimination of trading stamps, elabor- 
ate inventories, and check-c§shing 
services. 




Discount, Trade >- -A price reduction v/hich 
TS based on the kind of commercial 
buyer. Also, a price reduction which 
is used as a device to conceal net 
cost. This latter is known as a "pure" 
trade discount, and its practice ms 
banned by the Robin son-Pa tman Act. 

Discount, Unearned *— A deduction in price 
taken after the expiration of a stated 
discount period, and therefore one 
vihich is not due. 

Dishonor *---The act of refusing to pay a 
promissory instrument vjhen due or when 
presented for payment. 

D1splay .--Any sign or exhibit, the 
primary purpose of v/hich is to remind 
people of the availability of a pro- 
duct or service. 

Display ilanager > --Supervises all window 
and interior displays, signs, and props. 

Display jlaterial Free display material, 
including window and counter exhibits, 
supolied to store by vendor, now con- 
sidered a form. of advertising allov/ance. 

.-. 

Display, Point of Sal e .--A display v/hich 
is located in a retail outlet at or 
near the place v^here the merchandise 
is sold. 

Display, Window .— A display of merchan- 
dise in the show window of a business. 

Distribution .— In marketing, this term 
refers to moving products from pro- 
ducer to consumer. In statistics, 
the term refers to the manner in which 
things being measured are spread 
betv/een the highest and lowest points 
on a scale. 

Distributive Education Clubs of America .-- 
DECA— where high school or other 
schools prepare students with skills 
in retailing. 

Distributor .— A district wholesaler 
representing one or more manufacturers 
and having exclusive rights to the 
distribution of specified products 
ia5 his territory. 



28 



Distress Merchandise .— Merchandise which, 
for any reason, must be sold at a 
sacrifice (at either wholesaler or 
retail level). 

Distribution Mix> — Choice of channels of 
distribution vjhich is the most econom- 
ical and best attuned to the market. 

Diversification .— Spreading one's 
investments among the securities of 
companies in different industries. 
A company which produces various 
lines of products is also considered 
diversified. 

Dividend.— The payment designated by 
the board of directors to be dis- 
tributed amonq the shares outstanding. 
On preferred shares, it is generally 
a fixed amount. On common shares, 
the size of dividend varies v/ith the 
fortunes of the company and the amount 
of cash on hand. Any dividend may be 
omitted if business is- poor or the 
directors decide to withhold earnings^ 
to invest in plant and eguipment. 

Divisional Merchandise flanager .— 'liddle 
management; executive responsi bi 1 i ty 
for merchandising activities of 
related group of departments; trans- 
mits top management policy to line 
management?, supervises department 
managers (buyer "s and manager [s 
assistants); influences decision- 
makina supervisory executive. 

Dock Areas .— Where incoming merchandise 
is unloaded, generally adjacent to 
receiving and marking area. 

Dollar Control .— Control of stock mark- 
dovjns, markons, markups, and sales 
in terms of dollars rather than by 
units of percentage. 

Dollar Sales Per Square Foot .— Depart- 
mental results are derived bv dividina 
each department's net sales by the 
average number of sauare feet of sell- 
ing space occupied by the department. 
Increasing sales per square feet 
important objective. 
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Dofnestic Corpora t1on > --When a corporation 
1S organized under the laws of one 
state » It Is considered to be domestic 
to that state. 

Domestics ^— 'Maine originally applied to 
yard goods from whiclv sheets, p^illow 
cases , tcv/el s , etc . , were cut ; nov^ 
broadly encompasses finished products 
in these classifications* 

Double Decker Stores > -'-Stores in shopping 
centers v/lth two or more selling floors 
above street level, generally in 
enclosed malls. 

Draft,— An order in writing signed by 
one party (the drawer) requesting a 
second party (the drawee) to make pay- 
ment in lawful money at a determinable 
future time to a third party (the 
payee). Drafts may occasionally be 
written so as to be non-negotiable in 
that they villi not meet all the 
requirements of the Uniform Negotiable 
Instruments Act. Drafts generally 
arise out of a commercial transaction, 
whereby the seller makes an agreement 
inth a buyer in advance for the trans- 
fer of goods. The draft may be made 
out by the seller (the drawer) ordering 
the buyer (the drawee) to pay his bank 
(the payee) for the goods purchased. 
The draft may be accompanied by a bill 
of lading for the goods, v/hereby the 
bank will surrender the bill of lading 
to the buyer upon payment of the draft. 
The buyer can then claim the goods at 
the office of the carrier who trans- 
ported the goods to the buyer's place 
of business. Drafts may be classified 
as to time element, such as sight or 
presentation drafts, or demand drafts; 
arrival drafts; or time drafts. A time 
draft is presented at sight, accepted 
and then paid on the agreed-upon date, 
i/hich may be 30, 60, 90 days or longer 
after presentation and acceptance. 



Drop Ship .-- I'fhen buyer orders merchan- 
dise inipped directly to specific 
branch store, it is noted on order 
to "drop ship to store." This 
procedure saves time and expense of 
vendor's shippina to central ware- 
house, store's trans-shipping to 
designated branch; it also means 
branch store will not be "out" for a 
long period; sometimes it is more 
expensive in terms af freight cost. 

Drop-Shi pper . — Al so known as desk- 
jobber. A wholesaler who generally 
takes title to merchandise but does 
not viarehouse It or stock it since 
the manufacturer ships directly to 
the retail customer against orders 
solicited by and sent in by the drop- 
shipper. 

Dual Billing and Posting .— Posting 
customer's purchases to a ledger as 
separate operation from preparation 
of customer's bill. 

Dual Hanaqement Team .—lJhere a chairman 
of board and president of a store 
coordinate. responsibilities and 
duties. 

Due Date >— The date on which a note, 
draft, or other negotiable instru- 
ment is due and payable. 

Due Presentment. — When a note or bill 
is made payable on a specific future 
day, it must be presented to the 
drawee on that day and payment 
demanded. Presentment one day late 
results in the holder's losing all 
ri.ghts against the endorsers. 
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Earnings ,— [See Profit]. 

Economic Growth ,— The amount of increase 
In the value of all goods and services 
produced by a nation, state, or city. 
It is usually expressed as a percent 
increase over jthe value of the pre- 
vious year's goi&ds and services. True 
growth only occurs when the increase 
is greater than the rise in population 
and is corrected for inflation. 

Economic Independence, — The ability of 
an economic unit family or nation, 
for instance) to thrive without 
depending on another sconomic unit 
for any goods or services. [See 
Economic Interdependence] 

Economic Interdependence ,— The mutual 
reliance of economic units (e.g,, 
families or nations) on one another for 
exchange of goods and services, [See 
Economic Independence] 

Economics ,— The study of the conditions 
and laws of production, distribution, 
and consumption. 

Economic System .— An arrangement of 
rules under which production, dis- 
tribution, and consumption of goods 
and services take place. 

Efficiency Index . —The return on the 
average investment in merchandise. 

- The return may be measured at the 
gross margin level, the controllable 
margin level, or the operating profit 
level. 

Employee Discount ,— Discount given 
employees on purchase of merchandise 
for their own use. 

Enclosed Mall, — Shopping center where 
all stores face enclosed central mall 
with year-round air conditioning, 

End-of -Ai s 1 e . —Spaces fronting on main 
traffic aisles, particularly important 
location for 4 1/2-second stopper dis- 
plays to develop impulse sales. 



End-of -tlonth Dating .— Dating which 
requ 1 res the re ta i 1 er to pay v/ithin 
a certain number of days from the 
end of the month during which the 
goods were shipped. 

End-of-Month Terms .— Indicates time 
allowance for discount is reckoned 
from end of month during which goods 
were bought, not from date of invoice. 

Endorsement .— When a party writes a 
legal signature (any signature 
recognized by law) upon the back of 
an instrument, this constitutes an 
endorsement. An endorsement is 
required on a negotiable instrument 
in order to transfer and pass title 
to another party, who becomes a 
"holder in due course." An endorse- 
ment, in the terms of the Negotiable 
Instruments Act, has a serious legal 
significance. The endorser, in 
signing the endorsement, guarantees 
that he is the lawful owner of the 
Instrument; that he knov^s of no 
informity in th6 instrument; that he 
received it in good faith for value 
received; and that he is a holder in 
due course, and has the legal capa- 
city to transfer title to another 
party in the normal course of business. 
A holder in due course has the legal 
riqht to look to any prior endorser 
of" the instrument in case the instru- 
ment is dishonored by the maker. Four 
of the six typejL^f endorsements are: 
1. Blank endorseraiint— a g6n&r§}^:,\., r^■^^ 
endorsement show1n«i only tli§e^3?fgna-' ' 
ture of the endorsetf**, %(^^f^ial. 
endorsement— the endoHer^^M^^^ the:: v 
name of the party to «lBb/n M^fs cen- 
veylng title, as "Paylfii the or«J^r 
of John Ooe— (signed) R^lMtiard ROe," 
3. Qualified endorsement^>i||^#|it!6r$er'E>% 
writes the words "Wtthout'ltci^urse" / f 
after the endorsement sigr|iture. This.. /- 
type of endorsement is not; frequently :| 
used, although it does |iot na[||^ the > 
neaotiability of the instrwD^w^i The|' 
endorser "assigns" the instrumenlts, | 
certifies that he is a holder in' dugV 
course but restricts his endorsement 
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in that he cannot be called upon for 
any financial responsibility in case 
of infirmity in the instrument. 4. 
Conditional endorsement— an infrequent 
use of the endorsement in which the 
endorser places a condition in the 
endorsement requiring the completion 
of some act before the endorser can 
be held financially responsible. 

Endorsement^ Conditional .--The signing 
of a negotiable Instrument making it 
payable after a particular event has 
taken place. For example, the endorse- 
ment may be preceded by the statement: 
"Payable to the order of John Doe when 
he graduates from a four-year college." 

Endorsement, Qualified .— A limiting 
clause appended to the signature on 
a negotiable instrument, freeing the 
signer from responsibility in the 
event that the debtor does not honor 
the instrument. 

Endorsement, Restrictive .— The signing 
of^ a negotiable instrument with some 
form of restriction over the signa- 
ture such as the statement "for 
deposit only." 

Endorsement, Special .—The signing of 
a negotiable instrument with the 
specific person to whom the signer 
wishes it payable stated above the 
signature. 

End Product. — The finished product which 
goes to the ultimate consumer. 

End Sizes .— Extreme sizes of an assort- 
ment, smallest and largest (which 
store seldom carries in depth). 

Ensembles .— Only goods that will har- 
monize with other goods are bought. 

En terpreneur .— Extraordinary person who 
arranges and manages any e terprise, . 
especially a new or untried business. 

Envi ronmental Sel 1 i ng . — Pi spl avi no mer- 
chandise under conditions and settings 
to those of a customer's own home. 



Equipment .— Those industrial go(Kls that 
do not become part of the physical 
product and which are exhausted only 
after repeated use, such as flajor 
Installments, or Installation Equip- 
ment, and Auxiliary Accessories, or 
Auxiliary Equipment. Installation 
Equipment includes such items as 
boilers, linotype machines, power 
lathes* bank vaults. Auxiliary 
Equipment includes such Items as 
trucks, typewriters, filing cases, 
and most small tools. 

Equity .— The ownership of a company by 
common and preferred shareowners. 

Equity Capital .-^-Funds invested by the 
owners. This is the major source 
of long-term financing for sole 
proprietorships and partnerships. 

Esprit de Corps .— Loyal employees are 
working harmoniously along side of, 
and in cooperation with, each other. 

Established Trends .— Increased demands 
for specific merchandise including 
changes in styles, colors, material 
content, sizes, price lines as 
indicated by customer preference or 
vendor consumer research. 

Estimated Physical Inventory . — Book 
inventory minus an estimate of the 
shortages that probably occurred 
during the period involved. If the 
estimate is correct, estimated 
physical inventory and actual physical 
inventory will provide the same 
figures. 

European Common Harket .— The broad 
purpose of this merger by Belgium, 
France, Italy, Luxembourg, the , 
Netherlands, West Germany and England 
is to lay the foundation for the 
gradual merging of the economies of 
these nations into a huge common mar- 
ket, to be accomplished by a progres- 
sive lowering of their tariffs and 
trade import quotas. 
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Even Exchange Exchange of article of 
merchandise for one of saiiie price 
v/ithin same department. • 

^ Exchange Desk . --Station on selling 

floor servicing exchanges or refunds. 

Exclusive Agency Selling . --That form of 
selective selling whereby sales of an 
article or service or brand of an 
article to any one type of buyer are 
confined to one dealer or distributor 
in each area, usually on a contractual 
basis. ^ 

Excl usi ve flerchandi se . — Conf i ned mer- 
chandise not available at other stores 
in that metromarket. 

Executive Trainee . ^-Generally a college 
graduate who works in various divi- 
sions of store while receiving on-the- 
job training for executive position. 

Expenditures .— The outlays made during 
an accounting period. Some are for 
expense;: some for merchandise, and 
some for the purchase of other assets. 

Expense Account. —An account set up to 
reimburse employees of a business for 
expenses incurred in the execution of 
certain affairs of the firm. A state- 
ment submitted by an employee for 
reimbursement of expenses incurred in 
the conduct of affairs of the business. 

Expense, Administrative .— The same as 
general expense. [See Expense, General] 

Expense Center .— A grouping of the 
expenses having to do with the perfor- 
mance of a specific function. 

Expense Classifications .— The grouping of 
expense accounts according to a stan- 
dard plan. 

Expense Pi s tri bution . — A general term to 
describe all types of assignment of 
expenses to selling departments. Some 
are charged directly to the departments; 
some are allocated on an appropriate 
basis and some are prorated. 
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Expense, Entertainment .— The cost of 
entertainment which is stated in 
an account and charged to a business 
as an expense. 

Expense. General .—Also known as admin- 
istrative expense. A type of business 
operating expense which is incurred 
in the operation of a business apart 
from the sales effort. For example, 
the payroll for office personnel 
other than sales personnel is a 
general expense. 

Expense, Operating .— In accounting an 
operating expense is one which a 
business firm incurs in the normal f 
operation of its affairs, such as 
the cost for salaries and wages, for 
advertising, for depreciation and for 
taxes. Operating expenses are divided 
into selling and general expenses. 
These are defined elsewhere. 

Expense per Transaction .— The total 
operating expenses during a period 
divided by the number of transactions. 

Expense, Selling .— A type of business 
operating expense which is incurred 
as a result of sales activities. 

Expenses .— The costs of operating a 
business, other than the costs of 
merchandise, that are properly 
chargeable to an accounting period. 

Expertise .— Expert skill or knowledge; 
expertness, knov^-how. A person who 
has some special skill or knowledge 
in some particular field; specialist; 
authority. 

Exporter .— Dealers which send domestic 
products abroad for sale. 

Express Warranty .— A subsidiary promise 
or a collateral agreement, breach of 
vjhich does not entitle the buyer to 
make certain claims for damages 
against the vendor. 
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"Extra" Datl ng Terms . —Where these terms 
app'iy, the discount can be taken until 
the expiration of the "extra" period^ 
Thus one finds in the v/holesale dry 
goods trade terms such as 2/10-60 (2 
per cent 10 days, 60 days extra). 
These terms allow the buyer a 2 per cent 
discount if he pays his bill within 70 
days of the invoice date. Another term 
is 3/10. 2/10-60, which allavs a 3 
per cent discount if payment is made 
within 10 days, but only 2 per cent if 
payment is made after the tenth day. 

Eyeball Control. — Use of mark on shelf 
in warehouse stockroom or forward 
stockroom to indicate depletion point 
at which merchandise is reordered. 
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Fabricated I^ateria1 s> --Those imlustrial 
goods which become a part of the 
finished product arid which have under- 
gone processtag beyond that required 
for raw materials but not so much as 
finished parts. 

Factory Cost . --Cost of production in a 
manufacturing establishment. 

Fact Tag . --Conveys factual information 
and consumer benefits to salespeople 
and customers at point of sale; 
ideally a self-seller. 

"Fair Trade" Laws, —State laws and the 
supporting federal Miller-Lydings Act 
and amendments giving sel|ler^ the 
right to fix minimum resale Rfices 
for their products. ' 

Fair Labor Standards Act .— Also knwn as 
the Wage and Hour Act of 1938. It was 
the first of a series of federal 
enactments designed to place a floor 
under the wages of labor and a jceiling 
on the number of hours of work^ per week 
for vjorkers in private industry whose 
products enter interstate commerce. 

Fair Trade Price . --Ihe retail price of a 

product fixed by the manufacturer under 

"fair-trade" lavjs for the purpose of 
eliminating price competition. 

Fair Value . —The amount that a property 
will bring, or is worth, in the niarket 
as of a specific 'day, "^^^h. 

False Brokerage .— Fprbids sellers to grant 
advertising allowances or other services 
unless these concessions are available 
to all purchases on "proportionately 
equal terms." Part of the Robinson- 
Patman Act of 1936. 

Favorable Balance of Trade . —The situation 
where exports exceed imports. 



Federal Trade Commission Guidelines^ -* 
Rules and regulations established by 
the Federal Trade Commission for 
vendor in granting advertising and 
other promotional allowances to 

: retailers whether made direct to 
retailers or through wholesaler or 
distributors. 

Feedback s— Return of information; in 
retail control systems return of 
information to vendor (after store *s 
controller has'analyzed operation of 
vendor's line at close of season, 
buyer and merchandise manager feed 
back results to vendor, especially 
in program in which store and vendor 
. have agreed on specific goals), r 

Field Training .— A method of training 
salesmen under acttial selling condi- 
tions rather than through a formal 
sales-training course. 

Field Warehousing .— A method of storage. 
It consists of storing of the goods 
on the premises of the manufacturer 
or the distributor, with the ware- 
house company assuming custody. 

File, Tickler .— A file used to remind 
a person of things he wants to know 
on certain dates of the month. A file 
used to jog the memory, such as the 
filing of vouchers by the dates on 
v;hich they must be paid. 

Financial Ratios .— Ratios, such as the 
ratio betv/een current assets and 
current liabilities, based on finan- 
cial information about a business and 
used for analysis and as a basis for 
management decisions. 

Financial Statement .— The statement of a 
company's financial condition. There 
are various types of financial state- 
ments such as earnings statement and 
balance sheet. These are usually 
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contained in the company's annual 
report. They are the source of impor- 
tant information when evaluating the 
company before investing in its 
securities. 

First-In, First-Out Method of Inventory 
. valuation (FI FO) ,->A method of deter- 
mining the value of an inventory, when 
costs of individual items in the 
Inventory are not identified, that 
assumes that goods sell in the order 
in which received into stock; thus, 
the goods in the inventory are assumed 
to be the newest goods purchased and 
are assigned the cost value of the 
newest goods 4 Taking inventory at 
actual cost prices of each item in stoek 
will usually give very similar totals, 
since goods actually sell in approxi- . 
mate order of their receipt; the 
retailer makes a reai effort to sell 
the old merchandise first, before the 
new goods. 

Fishyback Freight .— Similar to the piggy- 
back freight of the railroads, in 
which trucks can be driven onto ships 
and transported to points nearer their 
destination. 

fixed Assets. "Consist of real estate, 
machinery and e^juipment, and other 
tangible items that have a useful life 
of from one to many years. Assets 
that possess a degree of permanence 
extending beyond one year and which 
are intended for use rather than for. 
sale. 

Fixed Capital ,'-f1onev invested in fixed 
assets. 

Fixed Expenses . --Operating expenses in 
dollars not affected by increases or 
decreases in sales volume. 

Fixe d Liabilities .--Long-term debts that 
will not be due for several years. 

Fixturing , —Layout and selection of fix- 
tures to arrange merchandise for 
customer convenience; particularly 
important for self-selection, v 



Flash (Report . "Total of daily gross ^ 
sales by departments prepared at 
closife of each business day. 

"Flat". Expenses .— Variable expenses 
repr(&senting a specific dollar and 
centk ^vst for handling a single unit 
of merchandise or a single sales 
transaction. Thus, these expenses 
vary directly with the number of 
pieces or transactions handled and 
sold. 

Flexibility . "Refers to the ability of 
the advertiser to chA^ge his, message, 
if need be, a relatively short time 
before the advertisemerit is to appear. 

Floating Pi splays . —-loved frnm location 
within flagship store or from branch 
store to branch store. 

Flood Light . —An artificial light so 
directed or diffused as to give a 
comparatively uniform illumination 
over rather large areas, as in a 
display window. 

Floor Audit (Register Audit) . -- 
Accounting for sales transactions in 
a department or section by using 
local cash register. 

Floor Lirtit .--Arbitrary amount esta- 
blished for floor approval of charge 
puVqhases without credit authoriza- 
tion when customer presents proper 
identification. > 

Flying Sguad . —Group of salespeople 
regular or contingent with exceptional 
selling ability and flexibility who 
can be added to any regular depart- 
ment sales staff when needed; also 
used in sales-supporting and non- 
sellina areas, such as the mail, 
complaint department, during peak 
load periods. 

Forecast . --To form an opinion before- 
hand; to make a prediction as to sales 
potentials or acceptance by a store's 
customers for the acceptance for and 
purchase of a new product. 
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Forecasti no , —The - act of making an 
estimate of future business operations. 
The immediate or long-range prediction 
of future sales, production, prices, 
financial requirements, etc^, for the 
purpose of planning ahead. ^ 

Forecasting Sales. -'-the act of making an 
estimate of dollar or unit sales which 
will be made during a future period of 
time under a proposed marketing pro- 
gram or plan., f 

Foreign Corporation ^ —When a corporation 
ls. operating In a state other than the 
one it was incorporated in. 

Fore i qn Exchange . —Concerned v/ith the 
methods whereby buyers and sellers in 
international trade pay and receive 
payment for goods and services. 

Format. —A pre-established arrangement 
of characters, symbols, lines, areas 
for presenting or storing data— i.e., 
the punchcard format. 

Fonvard Buying. --Involves orders for 
larger amounts less frequently. Used 
v^hen the buyer has room for storage. 

Forward Stock . —That stock v/hich f 
^carried in the selling departmer 

Four-Way Audit . --Daily sales audit by 
salesperson, department, kind of sale, 
and missing saleschecks. 

Franchise . "1. A privilege, granted by 
governmental authority, sanctioning a 
monopoly or permitting the use of 
public property, usually subject to 
regulation. 2. The privilege, often 
exclusive, conferred on a dealer by a 
manufacturer to sell the manufacturer's 
products in thin a specified territory. 

Franchise Tax .— An annual levy by a state 
on corporations it has chartered 
granting permission to continue in 
business for another year. 



Freedop of Contract .— Individuals or 
firms are free to enter into con- 
tracts that call for the performance 
of services or the delivery of goods, 
provided that there is no violation 
of lav/ involved, in accordance with 
the dictates of their own best 

, judgments. 

(Free On Board) Destination~F.O.B.— 
Price quoted to retailers includes 
all transportation costs. 

Free On Board Point . —Indicates the 
point at v/hlch legal title to the 
goods passes from seller to buyer. 
It sometimes indicates the point 
to which the vendor has agreed to 
pay transportation charges. 

Free On Board Price. — The price, when 
used without further qualification, 
charged at a designated location, i.e. 
farm, factory, wellhead, mine mouth, 
mill or warehouse, where the goods 
were produced, extracted, fabricated, 
or stored. Although generally 
restricted to the price charged at the 
.point of shipment, the term may be 
qualified by specific reference to 
intehnediate points; e.g., F.O.B. 
port, or even destination, thus making 
it the equivalent of delivered price. 
Under F.0.8. pricing, the seller 
usually retains title and the risks 
of ov/nership until delivery is made 
at the F.O.B. point, as evidenced by 
a carrier bill of lading or other 
receipt releasing him of possession; 
at that point the purchaser takes 
title and bears the risks of ov/nership 

Free On Board Shipping Point . —The 
seller places the goods on a common ^ 
carrier at the factory loading dock 
and all further transportation charges 
are to be paid by the buyer. 
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Free on Board Pricing .— This policy means 
that the manufactui^isr quotes prices FOB 
plant and the buyer pays the freight. 
This is a system which makes price 
quotation easy but which causes buyers 
to have different costs for the goods 
at delivery points. If the product Is 
sold to industry, differences in freight 
rates may be important in limiting or 
expanding markets. If the produce 
moves through retail channels to con-^ 
sumers, freight rate differences may 
cause retail price variation between 
sections of the country. Under this 
syst«n of selling, a manufacturer has 

- a price advantage near his plant where 
freight costs are lov*. Textiles, 
paper and coal for example are commonly 
sold on such terms. 

Freight Inward . -Freight paid on incoming 
Shipments treated as an element of 
cost of goods or materials received, 
or refunded by the seller or deducted 
on his invoice, according to the terms 
of sale. 

Freight Outward. - ^Freight paid or allowed 
oy the seller on outgoing shipments to 
customers. In the accounts it may 
appear as a selling expense or' deduc- 
tion from sales. 

Fringe Assortment .— Merp.hanrii«:P for which 
there Is minimum customer demand, 
therefore slow turnover. 

Frozen Account .— An account which has 
been suspended in payment until a court 
order or Jegal process again makes it 
available for withdrawal. 

Full Line . --Stock of any given classifi- 
cation of goods which includes every 
variety of style in every color, in 

" every size, and in every material that 
a customer can reasonably expect to 
obtain a given price. A full line 
consists of four definite categories: 
1) staples, 2) style merchandise, 3) 
novelties, 4) outsizes (for stock that 
have a size, element). 



Full Line Price .— A price line at which 
_a relatively complete stock assortment 
is carried. Three such price lines 
are often sufficient. 

Ful ly Regi stered Bonds . —Shows the name 
Of the owner on the face of the 
security; a record of the owner is 
kept by the issuing corporation; and 
Interest checks are mailed to the 
holder. 

Functional Middlemen .— A group designa- 
tion for a type of whol esal er . The more 
important wholesalers in this classi- 
fication are manufacturer's agents, 
merchandise brokers, commission 
merchants, selling agents, and 
auction companies. . 
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Gamble Items .- -New products that store 
wants to test^ for customers' accep- 
tance or reactions. 

Gazebo .— A display fixture, frequently 
free^-standing, upon which various 
types of fashion accessories are 
ensembled. 

General Expenses .-- Costs connected with 
the general operation of the business; 
^office salaries, rent and taxes are 
ekamples of these. \ 

General Merchandise Hanacfer *— Top manage- 
ment; participates in major policy- 
making, administers policy for entire 
merchandise division; liaison executive 
between merchandise diyision and all 
other major store divisions; responsi* 
ble for total store merchandising 
operation; final v/ork decision-maker. 

General Merchandise Stores. ~ Includes 
department stores, dry goods stores, 
most mail order houses, and variety 
stores* 

Geegraphle Select1vity >--The ability of 
a medium to deliver the advertiser's 
message to a particular geographic 
area, such as a designated city or 
metropolitan canmunity* 

Gift Certificate .— Certificate suitably 
engraved, denoting value for which it 
may be used in lieu of cash throughout 
the store. 

Gift Transaction .— Transattion wherein 
price tickets are removed and instruc- 
tions for suitable wrapping are 
included with salescheck. 

Gift Items . —Merchandise particularly 
suitable for gift giving; unusual, 
attractive, appreciated by recipient. 



' Gimmick .— il device or stunt used in 
advertis^fio or selling to motivate 
the prospect In the manner desired. 

Glossies .— Prints of merchandise^ 
photographs supplied to store's 
advertising of display department 
for renroductlon. 

Goods .— In economics the term means 
commodities and services. In marketing, 
it means commodities as distinguislied 
from services. 

Goods In Process .— Partly finished 
product; work in process; raw material 
and parts on which some labor has been^ 
expended in the course of converting 
or assembling the output of a factory. 
Under practical operating conditions, 
the classification may also Include 
raw material and parts removed from 
stock and waiting the first processing 
operation. 

Goodwill .-^The price paid for a firm 
over and above the net fair value of 
Its assets over its liabilities 
because of the good name, trade 
connections, cr earning capacity of 
an operating business. 

Gourmet .— A connoisseur in the delicacies 
of the table; epicure. Department 
stores have developed gourmet shops 
including unusual foods and utensils 
for food preparation. 

Gourmet-Oriented .— Merchandise particu- 
larly attuned to gourmet preparation 
and serving. 

Governmental Corporation .— Organized by 
the federal governijient, a state, city, 
or some other political subdivision; 
Examples are Incorporated cities, 
state universities, and municipally- 
o»^ed v^ater companies. 
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Government Bond > --A bond issued by the 
U-.S. Government, including the well- 
knom Series E bond. [See Bond] 

Grace Period ,-*A period after a debt or 
an Insurance premium is due during 
which a debtor or insured can make 
payment without incurring a penalty 
or losing protection. 

Grade labeling . —Determination of speci- 
fic grades of canned goods and the 
utilization of such symbols as A, B, 
or C which are placed on the label. 

Graphics . --Illustration, descriptive 
;^ techniques including sketches, wash 

drawings, paintings, water colors, 

engravings, photographs. 

Gross Cost of llerchandlse Sold . -^The 
cost of merchandise sold before 
adjustment for alteration costs and 
cash discounts earned on purchases. 
It is found by subtracting the closing 
inventory at cost from the total 
merchandise handled at cost. 

Gross Margin .— Difference between net 
sales and cost of goods sold; the 
"room to move around in" that deter- 
mines net operating profit after 
subtracting operating expense. 
Shrinkage avoided by careful handling 
of initial markon, markdowns, discounts. 

Gross Margin Percentage . --^The difference 
between Jhe net sales and the total 
merchandise costs divided by the net 
sales. It may be found from the main- 
tained markup percent by adding the 
cash discounts earned as a percentage 
of sales and subtracting the altera- 
tion and v>rorkroom costs, also as a 
percentage of sales. 

Gross Herchandise Margin .— A synonym for 
gross margin* 

Gross National Product .— The nation's 
output of goods and services during 
the period of a year, expressed in 
dollar terms. 



Gross Profit .— Net sales, less Cost of 
goods sold and inventory losses, but 
before considering selling and general 
expenses, incidental income, and 
income deductions. 

Gross Purchases (Cost) ,— The billed 
cost of merchandise purchased during 
a period for resale including special 
charges made by the sellers. Costs 
of transporting the goods to the 
store may be regarded either as a 
part of the gross purchase figure 
or as an addition to it. 

Gross Sales .— 'Total sales, before 
deducting returns and alloi^/ances, 
but after deducting corrections and 
trade discounts, sales taxes, excise 
taxes based on sales, and sometimes 
cash discounts. 

Group nanaiger- .— Supervisor in branch 
store responsible for appearance, 
the stocks, signing and salespeople 
selling merchandise that comes from 
several flagship or main-store 
deDartments; usually does no buyinq, 
unless reordering staples, keeps 
"parent" department informed concern- 
ing v;hat is selling, what is needed, 
what is not selling. 

Growth Stock .— Stock of a corporation 
vfhich appears to have good prospects 
for future growth. 

Guarantee .— A promise or assurance, 
especially one in writing, that some- 
thing Is of specified quantity, 
quality, content, benefit, or that 
it will perform satisfactorily for 
a given length of time; a money-back 
guarantee. 

Guarantee^ nqney-back .— A positive pledge 
that a good or service purchase price 
will be returned to the buyer if he 
is not fully satisfied with the good 
or service. 
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Guaranteed Price. price used by sellers 
to secure sales in an unstable market. 

_ To accomplish this objective the seller 
promises the buyer that in the event of 
a price decline between the purchase 
and delivery dates he will reirr^urse 
the difference. In some instances this 
guarantee may extend to the time the 
goods are finally resold to the ultimate 
consumer or are used by the industrial 
buyer. Usually the salesman will 
require express permission from his 
company to grant such guarantees. 

Guarantor .-- A person who agrees to 
fulfill an obligation provided an 
individual who is responsible for 
discharging the obligation is unable 
to do so. 



Half Size >--S1z1ng in coats, suits, and 
dresses for women who are not as tall 
as the average size. 

Hat f- Tone Reproduction ,— A technique used 
In pictures by the use of dots produced 
by photographing the object behind a 
fine screen. 

Handbins. "-A form of advertising which 
Is distributed on the street or to 
the home of the prospective customer. 

Hand- to-ilou th Buy i nq , Pract i ce in which 
a store orders many small amounts fre- 
quently. This may be because of no 
storage space or limited cash supply. 

Hard Goods. — Major appliances, including 
refrigerators, deep freezers, electric 
and gas ranges, washing machines, 
dryers, hot v/ater heaters, air condi- 
tioners. 

Hard Goods 6roup>— Major and minor 
appliances, home entertainment products, 
hardv/are, paint. 

Head of Stock. — Person responsible for 
arrangement and identification of 
reserve and forward stocks. 

Hedging .— A transaction designed to 
eliminate or reduce the risk in another 
transaction. The act of selling 
against previous purchases or buying 
against previous sales in order to 
eliminate as far as possible either 
loss or gain due to price changes 
taking place from Jthe time of the 
original transaction until the time 
when the materials, goods or conHnodi- 
ties are needed. 

High End, — [4ost expensive merchandise 
in a classification. 

Hold Slip .— Form used to identify mer- 
chanJise that customer desires to 
purchase later. 



Honor, — To pay a note, check, bill of 
e^ange, or other negotiable 
instrument at maturity according to 
its conditions. 

Honor Sys tem.— System wherein enployees 
record JReir own working time on time 
sheets. 

Hot Track Record . -*An outstanding pro- 
motion or marketing operation exceeding 
normal performance. 

House Charge .— Charge transaction by 
an employee. 

Housekeeping . — Presenti ng merchandise 
In neat, attractive, orderly manner;* 
keeping stock In good condition in 
warehouse or forward stockrooms as 
well as on selling floor; physical 
maintenance of entire store, also to 
describe porter and maid service. 

House Organ .— Publ ication for store's 
employees. Iricreaslngly important 
with establishment of more branch 
stores in disseminating news from top 
management whom branch store employees 

: seldom or ever see or hear from. 

House- to-House Selling .— Used to dis- 
tribute such commodities as cosmetics, 
brushes, hosiery, and vacuum cleaners. 

Housewares Territory .— Products that 
could or should be carried in a com-r 
plete housewares department but may 
also be sold in other departments. 
Housewares has become a major gift 
department. 

Housing. --Accommodating stock on selling 
floor and In stockroom. Every inch of 
department space is charged on a square 
foot basis and handling of merchandise 
is a serious cost factor. (Protective 
packaging that is compact, self-selling, 
protective, easy to handle is fine way 
for manufacturer to win friends and 
influence retailers). 
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Huckster .— A house-to-house salesman who 
differs from other house-torhouse sales- 
men in that he carries his stock of 
goods with him and makes deliveries 
and he calls repeatedly on the same 
customers. 



Idea Home. — Not just a room vignette 
approach, but shov;1ng total contem- 
— . porary posslblllttes. 

II legal ^Reciprocity . —AnUqreement which 
provides "i buy from yPu— you buy from 
me." 

Image.— Reputation of store; the feelings 
or customers toward store. 

' Image Objective .— Development of a symbol; 
a presentation favorable to public 
opinion. 

Impact .— In advertising. Impact means 
a forcible impression which a good 
advertisement makes on the audience 
at whom it is slanted. 

Impact Printer .— Data printout device 
that imprints by momentary pressure of 
raised type against paper, using ink 
or ribbon as a color medium, as opposed ' 
to photographs, electro-chemical, or 
other printing means. 

Importer. —One who deals in goods brought 
into this country from foreign countries. 



Imports . —Merchandise manufactured or hand- 
^ crafted in, a foreign country and Imported 
for sale in a U.S. store. Generally 
provides a higher than normal markon. 

Impulse Buying .— The buying of merchan- 
dlse at the time it is seen without 
any forethought or preplanning. 

Impul se Merchandi se . — Articl es of mer- 
chandise purchased on spur of moment 
by customer without predetermined 
consideration. 

Imputed Interest .— Expense for Interest 
Charged at a standard rate on the major 
assets of the business. Imputed 
Interest is generally considerably more 
than Interest actually paid on borrowed 
funds. The excess of Imputed interest 
over Interest paid becomes a credit to 
other Income. 



In Bond . — fierchandi se shipped by manu- 
facturer several months ahead of 
store's normal selling season is "held 
Jn bond" in store's warehouse until 
selling season; not charged against 
department's 0TB until removed from 
warehouse to forward stock or selling 
floor. 

Incentive Pay .— Bonus or extra commis- 
sion paid to salespeople for exceeding 
their production quota. 

Incentives .— Inducanents either finan- 
cial .or non-financial for performance 
above some standard or designated 

. level. 

Income .— ftoney received by an individual 
company, or other economic unit for 
performing some economic activity, 
e.g«; wages, rent, sales. Interest. 

Income, Net .— The profit of a businfss 
after cost of goods sold and operating 
expenses, including administrative and 
selling expenses have been deducted 
from the net income from sales. . 

Income^ ^toncontractual .— Earnings such 
as tips, commissions', or merit 
bonuses, not based on a fixed standard. 

Income, Real .— Income received from 
wages, salaries and other sources 
in terms of the goods and services 
which such Income will buy. 

Income Statement .— Thepltatement that 
summarizes the Income and expenses of 
a business for a stated period of time. 

Income Tax .— A tax levied on income by 
government. (If everyone pays the same 
tax rate, it is a proportional tax; 
if people with higher Incomes pay 
higher rates, it is a progressive tax) 

Incorporation Fee .— This charge varies 
with the nunffier of shares of stock that 
the proposed corporation wishes to be 
permitted to issue, but a minimum fee 
of from $25 to $100 is customary. 
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Indenture. --Agreenent under which the 
bonds are issued. It spells out the 
duties of the trustee. 

Independent. — A business organization, 
such as a retail store, owned and 
operated as a private unit as distin- 
guished from a chain of stores. 

Index.— An average, usually weighted, 
measuring the change which has taken 
place In a stated period of time. A 
series of index numbers shows changes 
vrftich take place in related items as 
time passes. 

Indi rec t Costs . —Those that cannot be 
directly allocated, such as occupancy 
expenses, superintendence, poiver, 
and administrative costs. 

Indirect Expense .— Expenses incurred for 
the benefit of the store as a whole or 
for a group of departments. They are 
often charged to the seller departments 
on a logical basis but many stores 
charge direct expenses only against 
the departments, determining a control- 
lable margin for each. These depart- 
mental margins are totalled and indirect 
expenses deducted to determine the whole 
store's operating profit. 

Industrial Businesses .— All businesses 
that are engaged in producing things 
by extraction from the earth, by 
fabrication in the factory, or by 
construction on a building site. 

Industrial Consumers .— Are business insti- 
tutions that purchase goods, usually 
industrial goods, for use in their 
business operations. 

Industrial Goods.— Goods which are des- 
tined for use in producing other goods 
or rendering services, as contrasted 
with goods destined to be sold to the 
ultimate consumer. They Include land 
and buildings for business purposes, 
equipment (installation and accessory), 
maintenance, repair and operating 
supplies, raw materials, fabricated 
materials. 



Comment: The distinguishing charac- 
teristic of these goods is the purpose 
for which they are destined to be used 
in carrying on business or industrial 
activities rather than for consumption 
by individual ultimate consumers or 
resale to them. The category also 
Includes merchandise destined for use 
in carrying oh various types of 
institutional enterprises. Relatively 
few goods are excTusively industrial 
goods. The same article may under one 
set of circumstances be an industrial* 
good and under other conditions, a 
consumer's good. In its 1935 Report 
the Committee sought to pioneer the 
use of the term business goods as a 
synonym for industrial goods. Since 
this suggested usage does not seem to 
have achieved any significant degree 
of acceptance, it is now abandoned; 

Industry .— A field of maraifacture in 
which several companies compete, such 
as steel, electronics, oil, autos, 
textiles, etc. 

Inflation .— A condition of rising 
prices (caused by Increase in the 
quantity of money or credit, or both. 
In relation to the amount of goods 
available for purchase). [See 
Deflation] 

Informative Labelling .— Marking merchan- 
dise or its packages with specifica- 
tions of the merchandise and/or with 
those facts about useful nees and care 
that villi aid customer in making an 
intelligent choice, and properly using 
goods. 

In-Home Selling .— Selling in the home 
either from "'cold canvas" or by'^ - 
appointment made by store earlier. 
Particularly applicable for major 
appliances, furniture, floor coverings, 
curtains, draperies and decorator 
upholstery fabrics, sewing machines, 
vacuum cleaners, television sets, 
wallpaper, paint. 
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Initial Markon ,-*In1t1a1 and/or first 
markon used v/hen merchandUe Is 
originally offered for sale. 

Initial Markup , ---The differehce between 
the total mbrchartdise handled at retail 
and the total merchandise handled at 
cost; expressed as a percent of the 
retail* 

Initial iiarkUi?' Percentage , --The differ- 
ence beb/een the total merchandise 
handled at retail and the total 
merchdndijse handled at cost divided 
by the tbtal merchandise handled at 
retail. 

Initial Units . — Initial selection of 
ltems» a line, or classification of 
merchandise as at beginning of a year 
or season (any reorders based on 
customers acceptance). 
■i 

, Installment Account . --Credit account in 
v/hich customer contracts to pay amount 
by vieek or month. 

I nsti tu tiona 1 Adverti semen t . — Adverti se- 
ment to Improve image of store or tell 
customers of a store service, policy 
or objective. 

In-Store Scuttlebutt ,— Rumors, frequently 
1^1 thout foundation , circulated among a 
store's employees. 

Insurance Companies .— Organizations that 
Insure Individuals and businesses 
against many types of risks. 

Interest .— Payments a borrower pays a 
lender for the use of his money. A 
corporation pays interest on its bonds 
to its bondholders. [See Coupon Rate] 

Interest Rate .— The percent of interest a 
' borrower pays for the use of a lender's 
money; e.g., $30 interest per year on a 
$1000 bond is an interest rate of 3%. 

J 



Interest Sielectivity .— The capacity of a 
medium to deliver the advertiser's 
message more or less exclusively to 
groups of customers who would presum- 
ably be interested in the product 
being advertised. 

Intermediate Credit s '■^-Financing which 
runs from one to ten years. 

Internal Credit . —Plan of verification 
and Control for checking store systems 
for Accuracy, validity, and conformity 
to plan. 

Inti mate Apparel .--Women's, misses. 
Juniors corsets, brassieres, under-- 
wear, slips, negligees^ robes, 
lounging apparel. 

Intra-store Transfer .— Buying goods from 
one selling department for another 
selling department within a store. 

In Trginsit .— Refers to merchandise that 
has left consignor's premises and is 
enroiite to its destination. 

Inventory .— The goods on hand at a 
specltied accounting date. The term 
niay apply either to the physical 
goods or to the value at the time of 
an accounting. 

Inventory Control .—The control of 
merchandise materials, goods in 
process, finished goods, and supplies 
on hand by accounting and physical 
methods. An accounting control is 
effected by means of a stock or stores 
ledger or a ledger account in which 
the quantities or amounts (or both) 
of goods received during an accounting 
period are added to corresponding 
balances at the, beginning of the 
period and amounts of goods sold or 
otherwise disposed of are deducted at a 
calculated cost based on any of various 
methods of averaging. Physical con- 
trols consist of various plans of 
buying, storing, handling, issuing, 
supervision, and stocktaking. Stocks- 
ledger control is made more effective 
by physical control in the nature of a 
continuous check of the goods on hand. 
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Inventory Floor Pla^ .^-A diagram of the 
layout of the stofck fixtures in a 
store or department with each fixture 
and subdivision assigned a dlstin* 
guishing number. Inventory sheets 
or tags are assigned to each fixture 
and a control record is maintained so 
that, if an inventory sheet or tag is 
missing » merchandise not yet included 
In the count can readily be determined. 

Inventory, PhysicaU --Determining by 
actual inspection of the merchandise 
on hand in store, stockrooms, and ware- 
houses; also recording of this infor- 
mation. 

Inventory Recovery. --Concept based on a 
reserve created in expectancy of 
losses through theft and other causes. 

Inventory Sheet. —A form for recording 
the Inventory count that provides for 
the listing of a large number of items 
on a single form. 

Inventory Shrinkage. --Takes form of 
theft. Internal or external fraud, 
record distortion, waste, sabotage;, 
generally laxity, or careless operation. 

Inventory Tag. — A form for recording the 
inventory count that provides for the 
listing of quantity on hand of a single 
item. 

Inventory Turnover.— The number of times 
that the investment in merchandise or 
stocks on hand is replaced during a 
stated period, usually twelve months. 
Merchandise turnover is commonly 
computed by dividing the cost of sales 
for the period by the cost of average 
Inventory carried during the period; 
or, less correctly, by dividing the 
amount of sales by the average price. 
Ravi materials and supplies turnover Is 
computed by dividing the cost of the 
average Inventory into %he cost of 
goods issued. 



Inventory Valuation .— A determination 
of the proper value of the inventory 
for profit figuring purposes. The 
usual rule Is cost or market, which- 
ever is loafer. 

Investment .— The use of mo^ey for the 
purposed making more money, to 
gain income or increase capital, or 
both, usually over a long period of 
time. Safety of principal is an 
important consideration. [See 
Speculation] 

Investment Banker . -">A1 so known as an 
underwriter. Re is the middleman 
betifeen the corporation issuing new 
securities and the public. The usual 
practice is for one or more invest- 
ment bankers to buy outright from a 
corporation a nw issue of stocks or 
bonds. The group forms a syndicate to ^ 
sell the securities to individuals 
and institutions. Thereafter, the 
market in the security may be over- 
the-counter ^ _on^ a jrealonal stock 
exchange, the American Exchange or 
the New York Stock Exchange. [See 
over-the-counter, syndicate] 

Investor .— An individual, group or 
institution which owns stocks or bonds, 
or other forms of equity, such as real 
estate. 

Invoice .— A bill prepared by a seller of 
goods or services and rendered to the 
buyer. The invoice usually itemizes 
all Items marking up the bill for the 
convenience of the buyer, and to pre- 
vent disagreements regarding the amount 
of the bill. Invoices are used as 
posting media by the seller in his 
accounts receivable, and by the buyer 
in his accounts payable. Invoices are 
also used in preparing shipments by 
the seller, and in receiving goods by 
the bdyer.^ 
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Invoice Cu£-off>* - Setting a soecific 
time after i/iiich invoices received 
viiM not be included in the calcula- 
tion of the inventory on hand. 
After this time, the merchandise 
corresponding to these invoices will 
not be included in tivc physical 
inventory count. 

LO>U.- -An abbreviation of "I one you." 
An admission that a debt is owed, but 
not a promise to pay it. 

Item^— A specific style, color, slie, 
or prtce of merchandise. 

' • / 
Item History.— [Record of movement 
(sale of a specific item^ line, or 
assortment of merchandise. 



Job Analysls .T'An the pertinent facts 
relative to each job. Involves 
Inquiry Into all the details of each 
position In the company that the 
personnel department might be called 
upon to fin. 

Jobber.— This term is now v/idely used 
as a synonym of wholesaT^r. 

Comment: Formerly the Jobber was a 
dealer in odd lots but this usage has 
practically disappeared. The term is 
sometimes used in certain trades and 
localities to designate special types 
of v/hoTesalers. This usage is 
especially common in the distribution 
of agriculturaV products. The charac- 
teristics of the wholesalers so 
designated vary from trade to trade 
and from locality to local ity, itost 
of the schedules submitted to the 
Bureau of the Census by the members 
of the v/holesale trades show no clear 
line of demarcation between those who 
call themselves jobbers and those who 
prefer to be known as v/holesalers. 
Therefore, it does not seem wise to - 
attempt to set up any general basis 
of distinction between the terms in 
those fev/ trades or markets in which 
one exists. There are scattered 
examples of special distinctive usage 
of the term jobber. The precise nature 
of such usage must be sought in each 
trade or area in v/hich it is employed. 

Job Description . --The information that 
Is gathered during the job analysis 
which relates strictly to the job 
itself and in wfitinq. 



Job LotV "Miscellaneous group of assort- 
ment <!>f\ styles sizes, colors, etc., 
purchased by store as a "lot" at a 
reduced price. 

Job Order . --An order authorizing the 
production of a definite number of 
units of product, the construction, 
or repair of specified equipment, 
or the rendition of s^pecified 
services; known also/as a production, 
construction, repair, or service 
order, it pay serve as the basis 
for the accounts or subaccounts in 
which costi are recorded, grouped, 
and^jicdumulated. 

Job Specification . -'-A statement of the . 
personal qualifications required of 
prospective employees for each type 
of job, such as skill 5 age, exper* 
ience, and special aptitudes. 
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Knockoff.— Close reproduction of design 
Of a textile or apparel product. 
Differences In the copy may be shad- 
ings In color (not easily apparent to 
publ1c)i smaller size, less weight; 
often refers to foreign "knockoffs", 
which sell for lower prices than 
Aroerltan original . 
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Labor Turnover . --Voluntary" res i gnat i on 
Of (experienced) employees, replacing 
them with Inexperienced v/orKers, 
particularly in lower salary classi- 
fications. 

Landed Cost . --Total cost and charges 
for merchandise on dock after convey- 
ance from foreign port, also term 
for total cost tb buy and bring to 
(land in) store. 

Last In, Fi^st Out Ptethod of Inventory 
Valuation (LIFO).— A method of deter- 
mining the value of an inventory by 
assuming T) that it is. necessary to 
carry a fixed basic inventory assort- 
ment that has a fixed valuation and 
2) that the sales made represent the 
newest goods purchased at prevailing 
prices. Thus, the so-called basic 
stock does not fluctuate with changes 
in the price level. During inflation, 
inventory is valued at a lower figure 
than under FIFO or when a determina- 
tion of the actual cost prices of the 
goods in the Inventory may be made. 

Lay-av/ay. —Method of deferred payments 
in which merchandise is held by store 
for the customer until completely 
paid for. - 

Leader.?-- A selected item that is 
deliberately sold at a price lov/er 
than the one at which the largest 
total profit on the item could be 
realized in order to attract customers. 

Leased Department .— Department operated 
by outside organization, generally on 

... percentaqe-of- sales basis. , A lessor 
must abide by rules, regulations > 
operations, and objectives of lessee. 

LedqOr Card .— Record of customer's 
— — charge account activity and bill pay- 
ments, kept in accounts receivable 
files. 



Less-than-CarloadrLot .—A term referring 
to"" shipment of which requires 

less space than that available in a 
single freight car, or to the freight 
rate applicable to such a shipnent. 

Leverage .— The influence of changes in 
sales volume on profits caused by- 
fixed expenses. A, relatively small 
increase in sales normally causes a 
relatively large increase in profits 
since many expenses are fixed. Con- 
versely ^ a small sales decrease 
normally causes a large decrease in 
profit. 

Liabilities .— All the claims against a 
corporation, that is, all the money 
it owes or is required to pay out, 
such as wages and salaries, declared 
dividends, accrued taxes, bonds, and 
bank loans. [See Assets ] 

Lien .— The right of one person t6 
satisfy a claim aga-inst another by 
holding the other's property as 
security or by seizing and converting 
the property under procedures provided 
by lav/. 

Limited Liability. — The shareholder in 
a corporation risks ohly the amount 
he invests in the corporation. If 
the company proves unprofitable and 
fails, creditors cannot look beyond 
the assets of the corporation for funds 
to settle their claims. 

Limit Order .— A customer's order to a 
securities broker to buy or sell at a 
specific price or better. The order 
can be executed only at that price * 
or a better one. 

Linage .— Measurement of number of lines 
to a column or full page of advertis- 
ing in a newspaper or iTiagazine 
advertisement. 
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Line , --An agate line; a vertical measure- 
ment of a column of type*, 14 lines to 
an inch. 

line of Credits --An agre^nent betvieen a 
bank and a customer whereby the bank 
agrees to lend the customer funds up 
to a previously agreed maximum amount. 
The bank has the option to withdraw 
from the agreement if the financial 
status of the borrov^er changes, or if 
the borrower fails to use the line of 
credit for its intended use as per 
the agre^nt. The customer may 
borrow as much of the "line" as is 
required and pays interest on the 
borrowed portion only. A line of 
credit U widely used by large organ- 
izations for the future commitments 
and purchases of inventory. The bank 
is fully entitled to periodic finan- 
cial reports from the borrower so as 
to be constantly informed on his 
credit status. 

Line Organization .— Is one in which 
there Is a direct flow of authority 
from the top executive to the rank- 
and-file employee, usually through 
several lesser executives at various 
managerial levels. 

Liquidati on ,— The procd^^s of converting 
securities or other piroperty into 
cash. Also, the dissolution of a 
company; A 

Liquidity .— The ability o^ the market In 
a particular stock to absorb a reason- 
able amount of buying or\ selling at 
reasonable pricje changes A Liquidity 
^is one of the most important charac- 
"teristics of a good stock fnarket. 

Listed Securities .— Stocks art|ril bonds that 
have been approved for trading by 
security exchanges. 



Listed Stack .— Usually^ the st(kk of a 
company which Is traded on a Securities 
exchange. 




List Price , "A printed [published] 
price* as one appearing In a catalog, 
subject to trade and cash discounts. 

Loading. — The amount added to an 
Installment contract to cover selling 
and administrative expenses, interest, 
risk, and sometimes other factors. 

Loading of Cash Discount . -^Building up 
gross invoice price of merchand i se 
and crediting cash discounts with 
the amount of the load. It inay be 
done by the resource through an 
adjustment of the Invoice or, more 
often, by the s tore *s.: through a book- 
keeping entry. 

Lobby Window .— Generally a small dis- 
play window directly inside a door 
leading into store from street. 

Locker Stocks .— A shipment by a manu- 
facturer or wholesaler of extra 
inventory assortment, which is held 
in store*s central v/arehouse 
unopened (not consignment selling); 
as soon as buyer needs- any item being 
held In locker stock, payment becomes 
due to vendor for entire shipment. 

Logistics flix.— Concerned with the 
physical distributiori of goods; it 
Involves the selection of storage 
and transportation facilities in 
such a combination that the merchan- 
dise Is moved from producer to 
purchaser at the lowest cost consistent 
with the purchaser's demand for service* 

Long Pull .—Planning future growth for 
a store, a department, a classifica- 
tion, or a service based on a study 
and analysis of potential factors. 

Long-Term Contract .— Any contract for 
goods or services the completion of ' 
which extends Into one or more 
succeeding fiscal years. The term 
is often applied to agreenents 
covering the production of heavy 
equipment such as electric genera tors 
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construction projects, and ships. 
The propriety of the accrual of 
revenue by the producer, as sections 
of the viork are completed, has long 
been recognized In accounting. 

LOng'-Term Financing .-^ Funds from owhers 
and loans that mature In several yeafs, 
usually ten or more. 

loss Leader 4 A selected Item that Is 
deliberately sold at less than cost 
In order to attract customers. 

LowJ&id. --Least expensive merchandise 
in a classification. 

Ldv/^flArglh Reta 1 1 1 ng . D1 scoun t or mass 
^nerchandlslng. 
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Made'^to-Measure . ^■^tlen ' s suits and over- 
coats 9 draperies 9 slip covers, and 
floor coverings are cut and sei^n to 
fit. Generally results in larger 
sales book. 

Mail -Order House .— Sell and deliver goods 
. by mail , making use of catalogs, news- 
paper advertising, and direct mail to 
attract customers. 

{Maintained Markon .— Difference between 
ifiet sales and gross cost of sold goods. 

Maintained [Markup .— The difference 
between the net sales and the gross 
cost of merchandise sold. It is the 
margin on sales before making adjust- 
ments for cash discounts earned and 
alteration costs. 

Maintained Markup Percentage .— The 
difference between the net sales and the 
gross cost of merchandise sold divided 
by the net sales. 

Ma 1 ntenance Supervi sor . — Responsibl e for 
upkeep and operation of electrical 
equipment and lighting, year-round 
air-conditioning, vertical transpor- 
tation system, telephone system. 

Management *— The individuals charged 
with the responsibility of operating 
business enterprises and of endeavor- 
ing to do so profitably. 

Management by Ob jecti ves .—Program of 
professional management techniques 
and merchandise as well as economic 
trend Indicators to keep ahead of 
competition, strengthening management 
at store and corporate levels. These 
are geared to the goal of increasing 
sales per square foot~one of the 
key factors that measures earnings 
in retail business. 



Managing An Inventory . ?-Meeting monthly 
peaks and valleys, in any line of 
merchandise, by increasing inventory 
prior to peak selling periods, reduc- 
ing it as peak wanes. 

Manhours >— The summation of all the 
productive hours worked by all 
employees in a work center during 
a period. It includes the scheduled 
hours worked by supervisors. 

Manifest. --Shipping form used by 
carriers for consolidation purposes, 
listing all pertinent information 
used by carriers internally to list 
contents of a particular vehicle, 
listing same information; also used 
by stores in transfer operations 
from central warehouse to branches. 

^tan-made Fibers .— Fibers produced by 
chemical or mechanical processes 
versus natural fibers from animals. 
Insects, or plants. 

Mannequin .— A clothes model; a styled 
and three-dimensional representation 
of the human form used in display 
windows and on ready-to-wear selling 
floors to display apparel. 

Manufacturer's Agent .— An agent who 
generally operates on an extended 
contractual basis; sells within an 
exclusive territory; handles non- 
competing but related lines of goods i 
and possesses limited authority with 
regard to prices and terms <)f sale. 
He may be authorized to sell a 
definite portion of his principaVs 
output. 

Manufacturer's Representative . - -Sell 1 ng 
agent, preferably retail -minded, 
capable of giving informative talks 
to selling personnel . 
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Margin, — 1, Gross profit. 2. The excess 
of the m&fket price of collateral over 
the loan it sjecures. ^ 

The amount paid by the customer when 
he uses credit to buy a security, the 
balance being lent to him by the 
broker. The Federal Reserve Board 
regulates the amount of credit which 
may be supplied by brokers and banks 
in the purchase of most securities 
by their customers. 

Markdown .--Reductiofrtn-retaxL price of 
merchandise, primarily for clearance— 
of broken assortments, end sizes, 
prior stock, for special sales events, 
and to meet competition. 

Markdown Cancellation >-'-An increase in 
price caused by marking goods back 
to the original retail price. 

Markdovin Goods Percentage . --The dollar 
sales of goods marked down divided by 
total sales. Assuming carryovers of 
markdown goods in opening and closing 
inventories are the same, the mark- 
down goods percentage may be found by 
subtracting the dollar markdowns from 
the original retail prices of markdown 
goods and dividing by the total 
dollar sales. 

Markdovin Percentage .— The net markdowns 
taken during a period divided by the 
net sales. 

Markdowns Off Percentage . --The dollar 
markdov/ns divided by the original 
retail price of the goods marked down. 
This relationship is the one that the 
general public regards as the mark- 
down percentage. If all the merchan- 
dise handled is sold, the original 
retail price is the same as the sales 
plus the markdmvns. Where opening 
and closing inventories are Involved, 
the original price of the goods marked 
down approximates the sales plus the 
markdowns for^thejperlod, one the 
assumption thatliiafkdowns reflected In 



the opening inventory are probably"" 
balanced by markdowns in the closing 
^ inventory. 

Markdoivn Timing . —Selecting the time 
to take markow/ns relative to the 
length of the selling season still 
remaining. 

Market* "Where retailers buy merchan- 
dise; a place, not people! 

Marketabi 1 i ty .— The ability to readily 
sell a security at a reasonable price. 

Mar ke t^Defnogra phy . — Sc 1 enc e of vital 
statistics or population (households, 
marriages, births, age groups, 
incomes, sales by peak hours of the 
day, days of the week, and months 
of the year). 

Marketing .— The performance of business 
activities that direct the flow of 
goods and services from producer to 
consumer or user. 

^ta rketing Cost .— The cost of locating 
customers, persuading them to buy, 
delivering the goods, and collecting 
sales proceeds; selling cost. 

Marketi ng Functi ons . — Inescapabl e tasks 
that must be performed in the market- 
ing of products. Buying, selling, 
transportation, storage, standardi- 
zation, market finance, risk bearing, 
and market research are commonly 
grouped together as the marketing 
functions. 

Marketing Ins ti tutions . —Another term 
for marketing middlemen. 

Marketing Research .— The gathering, 
recording, and analyzing of all facts 
about problems relating to the trans- 
fer and sale of goods and services 
from producer to consumer. Among 
other things It involves the study of 
the relationships and adjustments 
between production and consumption. 
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preparation of tommoditles for sale, 
their physical distribution, whole- 
sale and retail merchandising, and 
financial problems concerned. Such 
research may be undertaken by impartial 
agencies or by specific concerns or 
their agents for the solution of their 
marketing problems. 

Market M1n1mum >->A price set below the 
customary market price In order to 
attract customers. It may be temporary 
to eliminate competition or it may be 
permanent, made possible by lower- than- 
average expenses per transaction. 

Market Penetrations . —A store *s share of 
a metromarket in a specific department 
or classification of merchandise with- 
in reason there Is no limit on how 
deep a penetration successfully- 
operated departments can make. 

Market Potential .—The expected sales 
of a commodity t a group of commodi- 
ties, or a service for an entire 
Industry In a market during a stated 
period. ^ 

Market Price or Value .— Recent Invoice 
or quoted price at the close of an, 
accounting period, less customary 
adjustments. Including cash discounts; 
the price at which a seller willing to 
sell at a fair price and a buyer will- 
ing to buy at a fair price will trade, 
assuming that both have a reasonable 
knoi^ledge of the facts, that similar 
quantities, qualities, and delivery 
periods are Involved, and that the 
market has been canvassed by both 
buyers and sellers. 

Market Order .— An order by a customer 
to a broker to buy or sell at the best 
available price vihert the order reaches 
the trading floor. 

Market Price >— The last reported price 
at vihich a stock or bond was sold. 
This price can change fromiiinute to 
minute, depending on market conditions. 
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Market Representative . —Member of 
res 1 dent-Duy 1 ng-o^f 1 ce staff whose 
major responsibilities are to act 
as market shof^per, analyst, merchan- 
dise counsellor to merchandise 
managers and buyers of office's 
member store'; also ^expedites shipment 
of Initial orders and reorders placed 
by member stores. 

Marking .— Putting the correct price 
tag on new merchandise. 

MaHcon. --Difference between cost price 
as billed (bfefore deductions for 
cash discount) and retail price at 
which merchandise is originally 
offered. 

Markup .— The difference between the 
cost and the retail price of merchan- 
dise. In equation form: Markup « 
Retail * Cost. 

Markup Percent on Cost .— The markup - 
divided by the cost, flarkup per- 
cent on cost is higher than markup 
percent on retail. The generally 
accepted plan Is to express markup 
on retail, even though markup per- 
cent on cost Is the older method. 

flarkup Percent on Retail .— The markup 
divided by the retail. The term, 
percent of retail, means the same 
as percent on retail. 

Masking Piece .— A flat curtain blocking 
part of a store windovi; concentrates 
shoppers' attention or hides work In 
progress. 

Mass Advertising .— Advertising that 
appeals to a cross-section of the 
populace. 

Mass Merchandising >— Self-service store 
displaying and selling all kinds of 
merchandise; displays tend to be 
massive; customers usually push wire 
carts to collect and carry their oivn 
selection of merchandise to cashier 
checkout counters. 
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Mass Production ,--A manufacturing tech- 
nlque that end only results in the 
creation of a great quantity of goods 
but also brings about a reduction in 

unit costs, vihich, in turn, permits 

lower prices and greater sales. 

Material Control >*-The supplying of 
commodities required in manufacturing 
at the lowest cost per unit consistent 
with required quality and with the 
least investment in inventory. 

Maturity . --The date on which a bond or 
debenture comes due and is to be paid. 

Maximum . --The amount of stock that 
should be on hand and on order just 
after a reorder is placed. 

Media .— 1) Evidence of transactions 
with customers (saleschecks, vouchers, 
return slips, etc.). 2) As used in 
advertising: periodical (newspaper, 
magazine, shopper publications); direct 
(direct mail, catalog); sign (outdoor 
or indoor poster, bulletin, sign, 
point-of-purchase, car-card transit 
sign); sky-writing; motion pictures; 
program (theatre, menus » guides); broad- 
cast (radio, television, public address, 
Toud^speaker systems). 

Media Mix .— Planning use and coordination 
of advertising and promotional media, 
such as interior and exterior display, 
and newspaper, direct mail, radio, 
T.V.^, magazine, transit, and outdoor 
advertising. 

Media Representatives ,— Sales and/or 
service representatives from nevjs- 
papers, radio, T.V., and direct mail 
media v^ho service store accounts. 

Member Corporation , —A brokerage firm, 
organized as a corporation, with at 
least one director, a holder of voting 
stocky who is a member of the New York 
Stock Exchange. 
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Member Firm . —A brokerage firm, organized 
as a partnership and having at least 
one general partner who is a member of 
the New York Stock Exchange. In 
general usage, member firm includes 
the term, menber corporation. 

Memorandum and Consignment Selling .— 
vendor agrees to take back goods if 
they are not sold in a specific period 
of time. Since the markdown risk is 
borne by the vendor, the buyer's main- 
tenance Is equal to his Initial markon. 
Under the memorandum arrangement, 
title passer to the buyer, ordinarily^ 
when goods are shipped, but vendor 
assumes contracted obligation of 
taking back unsold portion of goods 
at a specific time. On consignment 
purchase, title does not pass to store 
but instead passes directly from Vendor 
to store's custcmiers— store acts sjmply 
as an agent for vendor. Vendor can 
control retail price. 

Merchandise .— Purchased articles of 
commerce held for sale; the Inventory 
of a merchant. 

Merchandise Broker .— Agent middlemen whose 
task it Is to negotiate transactions 
between sellers and buyers without 
having direct physical control of the 
goods . 

Merc h A nd 1 s e C no rqe . — Ex tra n eou s costs, 
such as shipping charges, insurance, 
demjirrage, etc., applicable to cost 
of merchandise prior to markon. 

Merchandise Classification ,— Applied to 
a merchandise group within a depart- 
ment and controlled by dollar volume 

. rather than by units. 

Merchandise Control .—Department that 
maintains accurate figures on pur- 
chases and sales merchandise, either 
by dollar or by units. 
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Merchandise Controller , ^-Takes off buyer's 
shoulders problem ol^ distribution of 
merchandise to departments and of 
reordering. 

Merchandise Manager . --Often synonymous 
wtth title of divisional merchandise 
manager. Sometimes a separate execu- 
tive responsibility, under divisional 
merchandise manager, for merchandising 
activities of one or more selling 
departments. 

flerchandise ilanager Coun ter^ Signing . — 
Signature of merchandise manager In 
addition to buyer* s signature on 
purchase orders reijUlred by many stores. 
This confirmation gives merchandise 

. manager control over order. 

iWchandlseJ^nagement Account .— New 
1 concept of accounting by which net prof 1 
^profit contribution of merchandise 
^s figured before goods are purchased. 

Merchandise flarts .— Buildings housing 
showrooms for manufacturers and 
1n[iporters where, under one rcom, store 
buyers and merchandise managers can 
Inspect lines from resources In mini- 
mdn time. The Merchandise Mart In 
Chkago Is reported to be the largest 
In the world. 

Merchandise Plan .— A forecast, usually 
by rm>hths for a six-month season, of 
the major elements that enter Into 
gross margin. It normally includes 
sales, stocks, purchases , markups and 
markdovms . 

Merchandise Shopping .— May be Initiated 

1) by buyer or merchandise manager; 

2) by the customer; 3) by the want- 
slip system; 4) by the advertising 
manager before preparation of an 
advertisement. 
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Merchandise (or stock) Shortage . —The 
discrepancy betv/een the amount of 
merchandise that the store's records 
Indicate should be on hand and the 
amount actually on hand. It 
reflects 1) physical loss and 2) 
errors In record keeplna In countlnq. 
Shortages may be calculated at cost 
value, retail value, or in units, 
but when they are included in retail 
reductions, they are alvfays calcu- 
lated at retail. Synonymous with 
stock shrinkane. 

Merchandi se Sped fi cation , —'^uyer sets 
up or obtains specifications for 
qualities expressed in necessary 
technical terms. Proper specifica- 
tions cannot always be determined 
until needs and expectations of 
customers have been careful ly^ analyzed 
and until some exnerimental work has 
been done. Development of private 
brands or controlled brands has 
increased need for riqid snecifica- 
tions prepared for or by the store's 
merchandise divisions. 

r^erchandisinq Division .— The division, 
of the store that is responsible for 
planninn stock assortments, for buy- 
inq and for merchandise control. It 
is often held responsible for sales 
results, too, even thouqh It may not 
supervise the sellino and publicity 
staffs. Alonq v/ith the controller and 
top manaqement, it shares in the 
responsibility for balancing} the 
growth and profit factors. 

Merchandtsinq Operatino Results .— The 
annual report. Department of Merchan- 
dising and Operatfnq Results in 
Department and Specialty Stores, 
published by the controllers connress 
of the J'ational Retail Merchants 
Association. 
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Merchandising Technique^ — Technical 
skill, ability to apply procedures 
or methods so as to attain specific 
goals in manufacturing and/or 
retailing. 

Merchant Anyone engaged in buying 
and sellino at retail* 

Merchant Wholesaler, --Hholesale estab- 
lishments that buy and sell on their 
own account; that is, they take title 
to the goods which they handle. 

Metromarket , --Center city plus suburban 
areas from which a retail store draws 
major portion of customers. 

Middle Management ,— Secondary layer of 
divisional managers, i,e., assistants. 

Minimum. --Amount of stock planned to be 
on hand at the moment a reorder is 
placed. It is sufficient to cover 
probable sales during the delivery 
period And to provide for a safety 
factor. 

Minimum Stock Control* — Method of 
reorderinq staple merchandise on 
basis of predetermined minimum guan- 
tity; when minimum is reached, 
quantity of initial order is again 
purchased. 

Model Stock ,— A planned assortment of 
units of merchandise balanced to 
anticipate customer demand and 
resulting in the planned stock-turn. 

Hom and Pop Outlets ,— Small stores 
generally operated by husband and wife 
with limited capital, in a restricted 
selling area composed of low income 
families. Very dependent on whole- 
saler and/or distributor for financial 
support. 



ftoney Capital .— Money v/hich is saved— 
not spent on consumer goods- money 
used by business to purchase 
machines, equipment, buildinos, 
materials for production. 

Monopolistic Competition , —there are 
many makers of goods with identical 
end usaae who brand their pro'^ucts 
to differentiate them from those of 
their competitors. 

Monthly Investment Plan (MIP) .— A pay- 
as-you-go method of buyinq flew York 
Stock Exchange listed shares on a 
regular payment plan for as little 
. as $40 a month, or $40 every three 
months. Under MIP the investor buys 
stock by the dollar's worth. If the 
price goes up, he gets fevfer shares, 
and if it declines^ he oets more 
shares. He may discontinue purchases 
at any'time without penalty. The 
only charge for purchases and sales 
is the usual commission for buying 
and sellinq, plus the regular odd-lot 
dealer differential. The conmission 
ranges from 6 per cent on small 
transactions to slightly below 1 1/2 
per cent on laraer transactions. 

Mortgage Bond .— A bond secured by a 
mortgage on real property. 

Most Profitable (MP) ,— An item carried 
in a price line that is most profi- 
table from the standpoint of the 
merchant. 

fUiltinational Business .— Firms whose 

home bases are in the United States, 
but whose operations extend to many 
parts of the free world. 
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Multiple Price .-'-A price placed on a 
number of identical or similar 
articles or on a set of related arti- 
cles that is less than the sum of the 
unit prices of the articles. For 
example: tennis balls - 3 for $1.17 
or 45^ each. 

Hultiple Sales . --Encouraging customers 
to buy multiple rather than single 
items. 

fiunicipal Bond *-- A bond issued by a 
state or a political subdivision, 
such as county, city, town or village. 
The term also refers to bonds issued 
by state and local agencies and 
authorities. In general, interest 
paid on municipal bonds is exempt 
from federal income taxes. [See Bond] 

Mutual Funds . —Same as investment 
companies. 
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flame Advertising ^-rType occurs when the 
nature of the product, its ingre- 
dients, the manner in which it is 
used, the product benefits to be 
expected, or the fact thafc it is 
very well known to the public suggests 
the desirability of advertising its 
name, with non-technical copy, often 
in an attractive setting, flame adver- 
tising is coiTOTionly used for soft 
drinks, aspirin and cosmetics. 

fiational Brand ,— A manufacturpr**s or 
producer's brand usually en 
wide territorial distributir 

Rational Retail Merchants Association .— 
The only national retail trade group 
specifically functioning in the 
interests of nation's department 
chain and specialty stores a non- 
nrofit voluntary menbership organiza- 
tion with administrative headquarters 
in its ovin fl.Y.C. office buildina and 
branch offices in Washington, D.C., 
San Francisco and Paris. 

ifatural Business Year> — A fiscal year 
endinq v^ith the annual low point of 
business activity or at the conclu- 
sion of a season. 

negative Authorization. — System of credit 
authorization in which a list of 
delinquent accounts is maintained (if 
customer's name docs not appear on this 
list 8 her request for credit is 
approved). 

r^eiqhborhood Shopping Center .— Or *'strip 
center": 10 to 15 stores^ includino 
foodg drug, sundry, and personal ser- 
vice stores', 5 to 10 acres' needs at 
least 1,000 families tradina area for 
support, usually under lon^OOO square 
feet. 
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f!et Alteration Costs .— The difference 
between the cost the store incurs in 
performina the alterations and the 
amounts, if any, paid by the custo- 
mers for this service. It is treated 
as an addition to the ciross cost of 
merchandise sold. 

^^et Rook Value .— The difference between 
the ciross amount of an asset or asset 
group as shown in the books of 
accounts and any reserve or other 
anolicable offset such as accrued 
depreciation. 

f!et Cost of ^lerchandise Sold . --The 
gross cost of merchandise sold less 
the cash discounts earned. It is 
the same as net cost of sales. 

f^et Other Income .— The difference 
between other income and deductions 
from other income. 

net Period ." The time allowed to oay a 
bill without deduction of a discount. 

Net Profit . --The sun of opera tinq 
profit and net other income. Also 
called net cain. 

fiet Profit on Sales .— The balance 
remainino after deductinn from aross 
orofit on sales sellino and other 
expense varyino directly with sales; 
also known as net tradina orofit. 

fiet Purchases . --The cost of purchases 
plus freinht-in [see "freight inward" 
above], less returns and allov/ances 
and often cash discounts taken. 

Ret Sales .— Gross sales less returns and 
allowances, freioht-out, and often cash 
discounts, allowed. In recent years 
the trend has been to renort as net 
sales the net amount finally received 
from the customer. 
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Met Terms , condition of sale callina 
for the nayment of the billed amount 
of the invoice at a specified date 
with no cash discount reduction. 

Met Morth ."-The ovmer's equity in the 
store. The difference betv/een the 
assets and liabilities. Profits are 
commonly expressed both as a percen- 
tage of net worth and as a percentage 
of net sales. 

ftoncumulative Preferred Stock. — No 
dividends omitted in previous periods 
need not be declared before any 
action can be taken leading to a 
distribution of profits to the comnon 
shareholders. 

Monparticipatinq Preferred Stock . —Limits 
the annual dividends to the amount 
stated at the time of issue. 

Nonprice Competition . - - Compe t i t i o n 
betv/een rival sellers v;ho charge 
identical or comparable prices but 
appeal to consumers by claiming 
superiority in such items as quality, 
service, style, packaqinP, reputation 
and prestige. In recent years, compe- 
tition of this character betv/een 
business concerns has been growinq, 
and business standards are often 
evolved to discourage unilateral price 
action by an individual seller. Price 
changes now tend to be made on the 
basis of industry-v/ide action in 
recognition of modified economic condi- 
tions such as increased wage rates or 
raw-material costs, the impact of nei^ 
demand created by goverrenent procure- 
ment, and other "market conditions'* not 
always specified. In industries where 
price competition does exist, the same 
practices identified on nonprice 
competition may also be present. 



f!on Profit Corporation .— Receipts may 
exceed its disbursements but a distri- 
bution is never made to its owners, 
and any income that may result from 
its operations is used to further 
the purposes for which it was oraan- 
ized. 

:!on-Salable . —Merchandise soiled or 
damaged beyond reclamation or sale- 
ability; qenerally disposed of to 
charitable oraanizations. 

?}o-Par Stock .— Preferred stock Vilth no 
stated value printed on the face of 
the certificate. 

Ilumber of Stock Turns .— Stock turnover 
is calculated by dividina average 
inventory at retail into the net 
sales for the year. Averaqe inven- 
tory is the sum of the retail 
inventories at the end of each month 
added to the initial openina inven- 
tory and divided by thirteen, the 
number of inventories used. 
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Odd-1ot >— An amount of stock less than 
the established 100-share unit or 
lO-share unit of trading; from 1 to 
99 shares for th^ qreat majority of 
issues, 1 to 9 for so-called inactive 
stocks* [See round lot] 

Offer, -- The price at which a person is 
ready to sell, as opposed to bid, 
the price at which one is ready to 
buy. 

Oligopoly and Oligopsony Prices. —An 
oliaopoly price is the price that 
prevails in a market of fevi sellers and 
many buyers: a price reflectinci the 
poiver a few large sellers may exert 
over the market. An oligopsony price 
is the price that prevails in a market 
where buyers arg few and sellers 
numerous: a price\ref lecting the 
poi'/er a fev/ large buyers may exert 
over the market. Oligopoly prices tend 
to be greater (and oligopsony prices 
less) than prices that v/ould prevail in 
perfectly competitive markets. Mhere 
a few sellers (oligopoly) confront a 
few buyers (oligopsony), price is 
determined by relative bargaining pov/er. 

One Price Pol icy. --A policy to sell to 
all customers at the same price. This 
does not preclude 1) the taking of 
markdowns so long as the reduced prices 
are available to all customers •> 2) the 
offering of multiple prices; and 3) the 
granting of discounts to ernployees. 

One-Shot Promotions. --Herchandise manu- 
factured for specific event: imports 
that cannot be reordered. 



One-Stop Shopping .—Everything a cus- 
tomer would need for self, family, 
home; located under one roof. 

On Account. --1) On credit terms; said 
of a sale or purchase in v/hich 
delivery is followed by payment at a 
later date; 2) in part payment: a 
term applied to the settlement of a 
portion of a debt.^^ 

On Consignment . -rCGnalgri^ to another 
for the Diirpose of sale^ display, 
or other use. \ 

On Hand. — In possession, whether or 
not owned. 

On Order . "Applied to merchandise 
purchased but not yet received. 

Open Account . "Credit extended to an 
individual, firm, corporation or 
Other legal entity based on an 
estimate of the general ability to 
pay, as distinguished from credit 
extended that is supported by a 
note, mortgaae, or other formal 
vTitten evidence of indebtedness. 

Open Corporation .— When the stock of a 
corporation is available for pur- 
chase by anyone havinn the money 
necessary. 

Open Credit .— An unsecured receivable 
or payable not evidenced by a note, 
subject to settlement in accordance 
with usual trade or other specified 
terms. 
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Open-End Issue ,— 'Permits the sale of 
additional bonds at a later date 
under the oriqinal mortgage. 

Open Order > --Order placed vnthout price 
or delivery stipulation?, order sent 
to market representative in resident 
buying office without specifying vendor. 

Open Stock. —Additional and/or replace- 
ment pieces of merchandise (example: 
dinnerware) carried in bulk and kept in 
stock for several years. Open stock 
slov/s turnover materially. 

Opefi to Buj/ .— A tern used in retailing^, 
particularly departnent stores, to 
designate a stated amount of money or 
merchandise to v;hich a buyer is 
limited in his purchases. 

rnen to Buy by Classification .— 0TB for 
a specific, line, number, or Item 
through department as whole is over- 
bouf!ht (or, more factually, undersold). 

Open- to- Spend. - -The difference betv/een 
an expense budget for a period and 
the amount spent to date* v^hen the 
former is the larqer. 

Operating Expenses . --The costs a btjsiness 
incurs in its normal operations, such 
as v/ages, purchase of material s^ pov/er 
costs, maintenance of eguipment, etc. 

Operating f la naaenent .— Plant suoervisors 
and foremen and the heads of subdivi- 
sions of the larner departments. 

Operating Profit .— The business gain 
realized from trading operations alone. 
It is the difference between sales 
income on the one hand and the cost 
of merchandise sold plus the operatinn 
expenses on the other. 



Operating Statement . --An analytical 
presentation in figures of the income, 
costs, and expenses of a business for 
an accountinn period, such as a month, 
a season, or a year. 

Order Follow-up .— To insure vendor 
shipment on time, stores develop an 
organized follow-up system, orders 
arranoed by due date*, on due date 
vendors are communicated v^ith and 
RBO in markets represented may be 
assigned this duty. 

Order Form .— Provided for buyers by 
larner and medium size stores and 
chaiT) stores; provides all necessary 
protection for buyers; generally 
made|Out in triplicate. ~ 

Ordinary Dating .— A term of sale 
reguiring that the invoice be paid 
within a specified number of days 
from the date of the invoice. 

Organization . --That manaaement 
endeavors to achieve its objectives 
by directin^i the efforts of the 
people under its supervision. 

Organizational Structure . - - F r amewo r k 
v/ithin v^hich mananement can ade- 
guately c9rttrol, supervise, dele- 
gate, and fix responsibilities, and 
synchronize the v/ork done by 
divisions, departments, and indi- 
viduals. 

Orientation.— All new employees in 
most department stores must receive 
tv/o or more days of orientation to 
familiarise them v/ith Physical store 
layout^ store policies ^ and opera- 
tions. 
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Original Cost Method "of Inventory 
Valuation. --Valuing an inventory at ^ 
the cost price actually paid for 
the qoods. 

Other Income . — Income from sources other 
than the sale of merchandise. Such 
sources include, among others, 
interest and dividends received, and 
profits from the redeeming of 
securities. 

Outfit Salescheck ."-Sa1escheck itemizinq 
all units of customer's purchase. 

Out of Stock s — Lack of merchandise in 
store in styles, colors, material 
content, price lines customers vjant 
" when they want it. 

Outpost Disolays .-"tierchandise displayed 
vnth informative signs, at traffic 
points awajf from its renular sellina 
jjepartment.i 

Outstanding Orders. — The amount of 
merchandise; that a store or denart- 
ment has cojitracted for delivery durino 
a period but has not yet received. 

Overage .— 'The difference between the book 
and physical inventories when the 
latter is the larger, flearly all 
overages are caused by clerical errors. 

Over- Exposure . --Location of merchandise 
in areas where it cannot be v/atched or 
guarded by store personnel. Especially 
dangerous vjhen a shoplifting program 
is noticeable in the store. 



Overhead .— A synonym for fixed expenses. 
The term is sometimes used inter- 
changeably with total exnense but 
this use is to be discouraned. 

Over or Short . --Resulting difference 
between established sales f inure 
and actual audited figure, often 
caused errors in change or missino 
sal esc hecks. 

Over-the-Counter .--A market for 
securities made up of securities 
dealers who may or may not be - 
members of a securities exchanqe. 
fver-the-cou|iter is mainly a market 
made over the telephone. Thousands 
of companies have insufficient shares 
outstanding, stockholders, or earn- 
ings to warrant application for 
listing on a stock exchanae. Others 
may simply prefer not to list their 
securities on a national exchange. 
Securities of these companies are 
traded in the overrthe-courlter market 
between dealers for customers. The 
over-the-counter mar1<et is the chief 
market for U.S. (lovernment bonds, 
municipal bonds, and bank and;fnsur- 
ance stocks. 
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Package Delivery .— Smaller packaqes of 
merchandise dispatched to customers 
through store's own delivery system 
or throuQh cooperative or commercial 
company. . 

Paper Profit . --The capital gain an 
investor v/ould receive if he v/ere to 
sell stocks he owns. 

Parkinn Garages . --Dovintovin multi-ramp 
garages within reasonable v/alkina 
distance of store r, in shopping 
centers because of high real estate 
costs and distance from stores, some 

/ centers are already construct ina 
rtiulti-ramp parking facilities. 

Participating Preferred Stock. —The 
owners of this stock are allowed to 
share In the excess earnings of a 
corporation. 

Partnership .— A form of business whereby 
two or more persons anree to share the 
risks and profits of operating the 
business. The issuing of stock, as 
with a corporation, is not involved. 

Par Value .— Stated monetary value 
printed on the face of preferred stock. 

l^kyroll Expenses The total payroll 
/for the work center expressed as a per 
■y cent of the total sales. The sales 
are the store sales vfhere the center 
services the store but where the 
sellina department is regarded as a 
v/ork center, the sales are the depart- 
ment sales. 

Peak Season. "Months or season in vfhich 
an ften or line of merchandise is in 
greatest customer demand. Fxamnles: 
skis durinq major snow months. 



Penny Stocks .— Low-priced issues often 
^ highly speculative selllnd at less 
than $1 a share. Frequently used as 
an unccmnlimentary term althounh a 
few penny stocks have developed into 
investment-caliber issues. 

Permanent Press. — A process applied by 
manufacturers to garments and 
domestics whereby inerchandise requires 
no ironing or pressing, considered 
very important by custoners. 

Perpetual Inventory . ^-A book inventory 
kept in continuous anreement with 
stock on hand by means of a detailed 
record that nay also serve as a 
subsidiary ledger where dollar amounts 
as well as physical quantities are , 
maintained. Sections of the stockroom 
are inventoried at short intervals and 
the quantities or amounts or both 
are adjusted, where necessary, to the 
physical count. 

Personal Care Items . —Hair dryers, 
electric shavers, saunas, electric 
hair curlers, hair setters, electric 
manicure and pedicure setsvmerchan- 
dise to tielp improve customer's 
appearance. 

Perpetual Inventory flethod of Classi- 
fication Control .— The detemi nation 
of the dollar inventories within each 
classification from daily sales and 
purchase records. 

Physical Depreciation .— Loss of use- 
fulness In a fixed asset attributable 
to purely physical causes: i^ear and 
tear. 

Physical Inventory at Cost.— Tlie value 
of an inventory at aggregate costnrices. 



Physical Inventory at RetaiK —The value 
of an inventory at agoreqate retail 
prices. 

Physfcal Inventory System of Unit 

Cohtro2.--A system of stock control 
Whereby the stock is counted at 
oeriodic intervals and the unit sales 
are derived from the inventory and 
puij;chase data. 

Periodic Inventory Method of Classi- 
fication Control. --The determination 
of sales data within each merchandise 
classification from periodic counts 
of |he inventory on hand. 

Physical Inventory .— An inventory deter- 
mined by observation and evidenced by 
a listing of the actual count, weiqht 
or measure. 

Physical Life. — Total potential operatinn 
life, as a machine, as contrasted v/ith 
economic life which may be much "less 
because of the presence of obsolescence 
or inadequacy, or both. 

Pick-Ups .— Merchandise nicked up from 
customer's home and returned to store 
by delivery department uDon customer's 
request. 

Piece Goods. --Fabrics for home sevnno 
including woolens, cottons, synthetics. 

Piggyback Freight. — Goods are loaded on 
trucks v;hich, in turn, are driven up_^- 

' onto special railroad flat caj:^Sv^ These 
cars are then made a part of a train 
moving in the direction of the trucks 
destinations, frequently overniaht. 
Later at a predetermined point, the 
trucks are driven off the cars and pro- 
ceed under their ov;n pov/er to their 
destination pojints. 



Place Utility ,— To have the qoods where 
they , are wanted. 

Planned Purchases . --The amount of merchan 
dise that may be received into stock 
durinn a period in order to "land" 
the stock at the end of the month at 
a predetermined fioure. Purchases may 
be planned in terms of retail value^* 
cost value, or units. For control 
purposes, the first is the most 
common. 

Plus Business.— Selling merchandise or 
services over and above that normally 
expected. 

Point-of -Purchase Displays .— The use of 
packaging and store displays as a 
selling medium. 

Portf ol 10 .— Secur i ties ovmed by an indi- 
vidual or institution. A portfolio 
may contain bonds, preferred stocks, 
and common stocks ^f various types of 
enterprises. 

Postaoe-Stamp Pricing . --'Ihen it is 
desired that the final retail price 
of a product be identical nationally, 
the manufacturer must quote identical 
delivered orices throuohout the market. 
This means that each buyer is charged 
an averane freight cost, renardless 
of his location. This quotinn of I 
delivered prices on a uniform basis, 
with the seller nayinq the freinht, 
reduces the yield to the seller as 
transportation charges mount. It is 
most common v/ith items where transpor- 
tation is a minor cost and v/here the 
advertisinn of nrices on a national 
basis is usual. 
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Pot Shotting . special promotion 
developing usually quick and impor- 
tant results* 

Pre-Authori2inq, --0btaininn credit 
authorization for charge-send trans- 
actions prior to packages or merchan- 
dise leaving department. 

Prediction . --To tell in advancer, 
prophecy as to probable success or 
failure of a plan or the probable 
success or failure of a marketing pro- 
gram. Hovjever, because an idea or 
product has will not be accepted today. 

Preferred Resourcei . - -I la nuf a ctu r er , 
wholesaler, or importer from which 
store buys important portion of a 
line or classification of merchan- 
dise and to whom store nives pre- 
ferred treatment. 

Preferred Stock .— A class of stock with 
a claim on the company's earnings 
before dividends may be paid on the 
common stock. It usually has priority 
over common stocks if the company ^ees 
out of business. It is usual ly^fititlM, 

to dividends at a specified ra^te. 

/' 

/ 

Pre-i4arketino or Pre-Ticketin^ —i larking 
of merchandise by manufac|drer. 

Pre-Packaqing .— fierchandise Vackaged by 
vendor for display, for '^tal^erwith" by 
customer or delivery by store.X (Vendor 
can pre-papkane more economically via 
assembly line method than store.) 

Prepaid Transportation. — Cost c# trans- 
portation of merchandise to s\tore 
naiij by resource. (Hhen costX^s paid 
by store, this exnense must be adiied^-^ 
to cost of merchandise in calculating 
markon. ) 



Prepay . --Payment of all shipping charnes 
for merchandise by vendor, who 
rebills charges to purchaser on 
invoice for the merchandise. 

Preprint . --Cony of an advertisement 
distributed to a store's customers 
and/or resources prior to publica- 
tion in a general medium. 

Pre-Retail ing .— System in which all 
merchandise is purchased to or 
carried at a pre-determined price, 
v/hich is on record in the receiving 
and marking room. (Ready-to-wear 
is generally an exception due to 
re-appraise value upon receipt in 
store. ) 

Pre- sold Merchandise .— Where vendor's 
national advertisinn in maaazines^ 
nev^'spapers, and via T.V. apdHradTo 
create customer acceptanc<|^ and in- 
store demand. y ^ 



Pre- Ticketed . —Merchandise or iced by 
vendor either ory^packane or on price 
tickets orJ;ag5 (of ten supplied by 
store^ttTvendor with season letter, 
price, other necessary information) 
jSrior to oackinn for shioment to store. 
This saves store time, effort, and 
money in qettinn merchandise through 
receiving and markinn room and into 
selling floor. 

Pre-^ !rap . --Hrappi ng of merchandise 
before putting on sale (findinn ^ 
extensive use for types of merchan- 
dise of standard guality); also, 
y^inerehandise wrapped or packacied by 
manufacturer for store "sen^'*' or 
-^itomer "take-with." 

Price ^rackets .— Definite price zones or 
levels at which greatest sales volume 
can be produced. 
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Price Cuttinn .->1) Cutting prices below 
a minimum resale price fixed (or 
suggested) by the vendor, and 2) sell- 
ing below cost or belov/ cost plus 

' expenses of do inn business j many 
discounters have developed a customer 
foil owing by price cu tt i no, parti cur 
larly on nationally known brands. 

Price Leader , --An item of merchandise 
priced abnormally low for the purpose 
of attraCjtinp customers— a device 
employed by retail stores to jricrease 
sales bf bther products, and employed 
by manufacturers and distributors to 
attract attention to their brand and 
increase sales of other items. The 
practice runs some risk of violating 
Federal law. Less diversified compe- 
titors are particularly vulnerable to 
such competition, their survival being 
dependent on a normal margin on the 
price- leader item. 

Price Levels .— Same as Price Brackets. 

Price Line .— A specific price at which 
a representative stock assortment is 
carried. 

Price Zone . "A range of prices all 
appealing to customers in a certain 
income group. 

Pricing Policy. — The body of principles 
folloued over a period of tine by the 
manaoGment of a business enterprise in 
fixinn the selling price of its product 
or service. After deciding upon his 
basic price through an analysis of 
costs and market expectations, a manu- 
facturer immediately faces the pro- 
blems of creatinn a price system or 
price policies. Decisions must be 
made about freight charges, methods of 
distribution., discounts, and similar 
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fiolicies. Each of these involves 
pricing. 

Primary Advertising .— IntendeH to stim- 
ulate an interest in and a desire for 
a certain class of goods, particu- 
larly for some new type of product 
that has just come onto the market, 
or irt v/hich the public has yet to 
manifest any appreciable interest, 

Princi pail .— The person for whom a 
broker" executes an of*der. ''hen a 
dealer buys or sells for his own 
account, he deals as a principal. The 
term "principal" may also refer to a 
person's capital or to the face 
amount of a bond. 

Private Brand . —Control led or private- 
label merchandise developed under 
store's own brand or developed under 
RBO's label exclusively for member 
stores. 

Private Corporation .— One chartered, 
owned, and operated by individuals 
either for the profit of its owners 
or for social, charitable, or edu- 
cational purposes. 

Procurement Function . --nuying merchan- 
dise for resale to store's customers. 

Product Duplication ." Similar or actual 
duplication of exact products from 
two or more resources; freguently 
increases store's inventory unnecess- 
arily and confuses customer's selection. 

Production .— The making of goods or 
providing of services for human use. 
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Productivity , "-The output of the work- 
load per manhour. It is found by 
dividino the workload by the number 
of manhours required to handle the 
load. 

Product Mix . --Adjustment of the product 
line so that the market is best 
served. 

Profit .— The excess of revenue, proceeds 
or sellinq price over related costs; 
any pecuniary benefit arising from a 
commercial operation, from the prac- 
tice of a profession, or from one or 
more individual transactions of any 
person. 

Profit Corporation . -^A privately-owned 
business, using the corporate form^ 
that operates to make profits for its 
shareholders. 

Profit Sharing .— An incentive proqram 
in which a firm's profits are dis- 
tributed to its employees without them 
having to buy stock in the company. 

Profit Squeeze .— Generally caused by 
increased wholesale costs, plus sell- 
inq costs, that cannot be passed onto 
store's customer; or by severe compe- 
tition from other retail stores. 

Programmed [ lerchandi si no . — Advance sales 
and prcmotion planning executed to 
prodyce predetermined profits. 

Programminc}^ . — In comouter language^ 
instructions qiven a computer, v;hat 
the electronic device is to do and 
produce. 



Promissory Note .— A note showina evi- 
dence of borrowing. It Is signed by 
a borrower, and held by the lender. 
It states the amount and terms of 
repayment and interest, if any. 

Promotional Allowances .— An amount 
granted to the store by the seller of 
merchandise to cover all or patt of 
the store's cost of advertisinn or 
otherv/ise promotinq the sale of the 
merchandise to the consumer. When 
the store is allowed to rleduct the 
alloi/ance from the face of the invoice 
without giving any assurance that it 
will use the allov/ance, the alloi/ance 
is simply a form of trade or quantity 
discount. Otherv/ise it may be treated 
as a credit to promotional expense and 
not be credited to the cost of the 
merchandise. 

Promotional Kit. — Ideas, sug^^^stions, 
materials supplied to store by vendor, 
whether manufacturer, importer, or 
wholesaler. 

Proportionally Equal Terms , — Vendor ' s 
deal inns with all customers on uni- 
form basis reaardless of size. 

Proprietorship . *-A business conducted 
by a single owner. 

Prorated Expenses .— Joint expenses that 
cannot be charqed directly to sell inn 
departments nor allocated to them on 
a basis that measures the service 
each has received. They are assigned 
to sell inn departments prorata to 
dollar sales volume. 
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Prospectus ^— 'A circular which describes 
securities being offered for sale to 
the public and contains certain. other 
information required by the Federal 
Securities Act of 1933. 

Prwcimo.--- (specified date in the cominq 
. month) Terms 2/10 prox, require payment 
on the 10th of the month following 
purchase to secure the 2 per cent dis- 
count. Actually such terms are the 
^equivalent of 2/10 ECM. 

Prox^.—Mritten authorization given by 
a shareholder to someone else to 
represent him and vote his shares at 
a shareowner's meetino. 

Publicity . --Any form ^f commercially 
significant news about a product, an 
institution, a service, or a person 
published in space or radio time that 
is not paid for by the sponsor. 

Publicity Director. --Sometimes called 
"Sales Promotion Manager." In large 
retail store supervises advertising, 
display, special activities or events, 
press and/or public relations managers 
and frequently the fashion coordinator 
and comparison shoppers. In medium- 
size store, managers may report directly 
to general merchandise manager. In 
small store, advertising manager may 
do everything in publicity and promo- 
tion^ 

Pul 1 inq-Out-Al 1 -Stops . — Uti 1 i zing all 
available promotional media t)1us 
intensified departmental selling 
efforts. 

Purchase .— An outlay for property or 
service: the property or service 
acquired. 



Purchase Order . --A document authorizing 
a vendor to deliver described mer- 
chandise or materials at a specified 
price. Upon acceptance by a vendor, 
a purchase order becomes a contract. 
Several Copies of a purchase order 
are customarily prepared. 

Purchases . -'-The amount of merchandise 
received by the retailer durino a 
period. The term is distinnuished 
from orders that represent the amount 
contracted for delivery during a 
period but not necessarily recei\^ed in 
that period. 

Purchasing Agents .— Executive who 
purchases products for store main- 
tenance and operation— not for 
resale to customers. 

Purchasing Agent Store .— A selection 
or purchasino agent where major emnha- 
sis is placed on selectinn the rinht 
merchandise for its customers and on 
maintaininn assortments. 

Purchasing Po\yer .— The ability to buy; 
hence (a) the quantity of a particular 
class of aoods or services that may 
be purchased for a given sum of money, 
such as one dollars, or (b) the per- 
centage relationship of such a quantity 
to that so purchasable at some 
preceding point of tine. 
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Quantity Discount . -^An allov/ance given 
by a seller to a purchaser because of 
the size of an individual purchase 
transact ion. This practice is not in 
violation of Federal laws dealing with 
price discrimination provided the 
allov/ance granted represents a savinq 
In sellino costs. It is sanetimes 
justified on the ground that the 
seller in good faith must meet a 
competitor's price. Legal restriction 
on dual pricing serves the purpose of 
preventing larae buyers from takinn 
advantage of their bargaining pov/er 
to reduce acquisition costs, and to 
reflect these savings in lower resale 
prices: competition that smaller 
firms could not meet, Hhile it (is) 
argued that this restriction is detri- 
mental to consumers, there is no 
certainty that, if small firms are 
eliminated by price competition, large 
firms would continue to pass on such 
savings to consumers. 

Quota . --Figure establishing goal of 
daily or weekly sales to be obtained by 
salespeople, individually or by depart- 
ment. 

Quota Bonus ,— Additional salary or 
commission paid for attaining or 
exceedinq established quota. 



Rate of Exchange* -"The number of dollars 
or dents exchangeable for a unit of 
foreign currency at a given time. 

Rate of Productivity. - "The amount of 
goods or services produced by each 
worker each hour, (or, per minute, per 
day, per week, etc.). For example: 
if 1,000 workers turn out 1,000 pairs 
of shoes each hour, the rate of produc- 
tivity is one pair of shoes per man 
per hour. 

Rate-of-Return Pricing. ^^-A method of 
determining prices by adding a markup 
on costs which will produce a pre- 
determined return on investment. 

Ratio .— This term refers to the various 
analyses made by a money » or credit 
lending agency of the financial 
statements of a given individual, 
company, or other business enterprise 
seeking credit to determine the 
feasibility of granting the requested 
credit. 

Rai7 Data . — Information fed into computer 
usually by punched tape or cards or^ 
increasingly, by computer's scanning 
or reading original documents. 

Raw Materials .— Those industrial goods 
which in part or in whole become a 
portion of the physical product but 
which have undergone no more processina 
than is required for convenience, pro- 
tection, or economy in storaae, 
transportation^ or handling. 

Reactivating of Inactive Charge Customers ^— 
A promotional program developed to induce 
former charge customers to make use of 
their charge accounts. 
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Real Capital .— Equipment, machines, 
buildings, etc., used in production 
and paid for by money capital. 

Real Estate Manager . --Executive in charge 
of land and buildings occupied by 
store-flagship, branch stores, v^are- 
houses, service buildings. 

Real Estate Subsidiary .— Ovming and/or 
operating property, such as store's 
owning an entire shopping center, 
leasinc! space to other stores. 

Realignment of Buyer Functions .— ^h'th 
development of branch stores, respon- 
sibilities and duties of the buyer 
are changing from procurement and 
departmental personnel and sales 
management to orimarily purchasing, 
allocation of merchandise of flaaship 
and branch stores. 

Rebate .— An allowance; a deduction*^ a 
refund of a part of the price paid 
for a good or service. 

ROG or AGG (Receipt of Goods: Arrival 
of Goods) Dating .— Under these terns, 
the discount period is based on the 
date on which the purchaser receives 
the goods. For example, merchandise 
with a 2/10, n/30, ROG datina received 
September 15 must be paid for v/ithin 
30 days from that date. ROG terms are 
employed to meet objections of dis- 
tant purchasers who vjould be at a 
disadvantane if terms were based on 
"date of invoice." A supplier located 
in the east with customers throughout 
the nation, must, of necessity, employ 
ROG terms if he is to meet competition 
from the customers* local suppliers*, 
otherv/ise, if date of invoice prevailed^ 

! 
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a purchaser located a short distance 
from the eastern supplier v/ould have 
a chance to receive aoods and even 
sell some before makinq payment v/hile 
the distant customer might have to pay 
for the merchandise long before it was 
received. The benefits of R06 terms 
are enjoyed by the purchaser only when 
the bill is discounted. If the bill 
is not paid in time to take the discount, 
the net period is measured from the date 
of the invoice. 

Receipt of Goods . —Terms: Cash discount 
terms that begin when merchandise 
reaches store (designed to benefit 
retailers far from resource; also 
permits check of goods prior to. due 
date for discount). 

Receiyinn. --Process of accepting nev/ 
merchandise at store or warehouse; 
includes initiating paperwork to ciet 
merchandise ''on the books*' and pro- 
cessinc! incoming transportation bills. 

Receiving and flarking nanaQer .--l5 in 
charge of merchandise, routing it to 
warehouse, forv/ard stock, flanship 
selling floor, or each branch store as 
directed by buyer. 

Receiving Apron .— Form attached to 
storeys purchase order contains 
information concerning status of 
vendor's shinment; forv/arded by 
receiving department to invoice 
office, which audits all invoices 
before bills are paid. 

Recession . period of slou/-dov/n in 
sconomic activity marked by a reduction 
in production, sales, profit, employ- 
ment ^ and sometimes prices. Not as 
severe as a dooression. 



Reciprocal f^uyinq . --Favor in<i customers 
over prospective vendors v;ho are not 
customers vjhen purchase orders are 
placed. 

Refer.-- -Applied to customer's account 
v/hen its status is in doubt; credit 
authorizer then refers it to suner- 
visor or credit manager. 

Refund Check . --Form for refund of 
amount of purchase on a customer return; 
also, a bank check sent to customer 
as /refund for merchandise returned. 

Regional Center for Chain .— -Mhere a 
retail organization establishes 
several stores in a metromarket Jn 
order to Justify local vjarehousina, 
merchandising and advertising expenses. 

Regional Shoppino Center .— 50 to ICO 
stores, including at least one major 
department store branch; 35 or more 
acres; reguiring trading area of 
100,000 people to support it, usually 
over 200,000 sguare feet In store area. 

Regional Store ,— Branch store generally 
situated at considerable distance from 
central downtown or flaoship store, 
operatino under name of parent store 
(its merchandise is freguently operated 
on renional store's owa merchandising 
staff), freguently operated on autono- 
mous basis. 

II 

Regular Account . -i-tonventional charne 
account billed each month and to be 
paid during ensuinn thirty days. 

Rehabilitation .— Renovating and ?^oderni- 
zation of a physical store* 
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Relative Hork1oad .--The amount of workload 
incident to $100 of total sales. It is 
found by dividing the workload by the 
sales in units of $100. 

Remote De 1 i very . - - Rou 1 1 nq of merchan- 
dise from main metropolitan warehouse 
to distant customers by way of 
regional delivery stations in suburbs » 
or by trucks direct from store or 
v/arehouse. 

Renegotiation .— The procedure, follov^ed 
by governmental agencies, often lead- 
inq to the adjustment of a contract 
price or a contract amount after 
delivery has been made and the profit 
derived from the contract has been 
determined. 

Reorder Period . --The frequency planned 
for reordering a specific item. 

Repeated Event . --Reordering and adver- 
tisinq of more merchandise, as a 
repeated event, when special price 
sale or advantageous buy has been 
advertised and sold out quickly. 

Replacement Cost or Value . --The cost at 
current prices, in a particular locality 
or market area, of replacing an item of 
property or of a group of assets • 

Replenisl^ment Orders .— To fill-in 
assortments in a specific classifi- 
cation; usually referred to as a 
reorder. 

Reprint >— Copy of an advertisement 
distributed to a store's customers 
and/or resources follov/ing publica- 
tion in a general media. 



Rep (short for representative) .— Indi- 
viduals or wholesale companies renre- 
senting vendors or a manufacturer in 
.specified sales territory who solicit 
and accept orders that are shioned 
from vendor's factory or rJistributina 
point, but who do not actually ov^n or 
stock merchandise. 

Requisition System of Fxnense Control .— 
A system of author izino expenditures 
for expense items only after an out- 
lay has been requested in writinq and 
has been checked anainst the budqeted 
f inure for that type of outlay. 

Research .— In business, the search ^or 
new and better products or tvays of 
producinOj marketinq, packaqinq them, 
etc. In securities, it is the task 
of seeking the facts about companies 
so as to enable investors to make 
intelligent decisions. 

Research Director .— Responsible for all 
iresearch activities in store opera- 
tion and customer research (becominn 
increasingly important). 

Reserve Requisition Control . —A unit 
control system i^hereby all requisi- 
tions from reserve to forward stock 
are treated as sales. 

Reserve Stock Control .— Dethod of ear- 
marking sufficient amount of stock to 
maintain business while additional 
stock is purchased. 

Resident Puving Office .— Represents the 
store at the main manu'^acturing centers. 
Duties include buying, studyinn market 
conditions, and analyzina trends in 
styles. 
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Resource .— A manufacturer, importer, 
wholesaler, distributor, sellinq 
agent, rack jobber from whom a store 
buys or accepts merchandise as ov/ner 
or on sellinq consignment. 

Retail^.— The price at v/hich goods are 
offered for sale. In practice, three 
different retail prices may be 
recognized: 1) the original retail 
price placed on goods when first 
purchased; 2) the current retail price 
of qoods in stock, which may be more 
or less than the original retail if 
the price has been changed; and 3) the 
sales retail, the price at vihich the 
sale is actually made, after mark- 
downs, if any. 

o 

Retail Deals . --Based on advertising and 
promotional allov/ances by vendors in 
addition to special deals or quantity 
purchase prices. 

Retailer Oijned . — Individual stores or 
cooperative chains ov/ned by indi- 
viduals, families, or partnerships. 

Retail Deductions .— The retail value 
that is subtracted from total mer- 
chandise handled at retail durinn a 
period. It consists of net sales 
plus retail reductions. 

Retail Franchise . — Exclusive ownership 
by store in a trading area of prestige 
manufacturer's line:, frequently a line 
selectively distributed. 

Retailing .— Basically the business of 
buying for resale to the ultimate 
customer; also knov/n as "acting as 
the customer's agent". 



Retail Herchandi sing .— The plannina done 
by retailers 1) to achieve an assort- 
ment of merchandise that is balanced 
to customer demand and 2) to maintain 
a balance among the factors of sales 
volume, costs, and expenses that will 
both promote grov^th and provide a 
profit potential. In a broad sense, 
many use the term to denote the buying 
and selling activities of a merchant. 

Retail Method Accounting .— Accounting 
method in which all percentaaes are 
relative to retail price instead of 
cost price. In cost method of 
accounting all percentages are rela- 
tive to the cost. 

Retail riethod (of inventory) .— A method 
of maintaining a book inventory by 
which the cost of sales and inven- 
tories of department and other retail 
stores are determined at the close 
of intermediate accountinn periods 
without a physical stocktakinn. 
Generally, the method involves ascer- 
taining the ratios between costs and 
selling prices of purchases, including 
the beginning inventory, and annlyinn 
this percentaoe to net sales to obtain 
cost of sales. Markons, markdowns, 
and revisions of both also enter into 
the comoutation. As in the case of any ^ 
book inventory, a periodic physical 
verification is an invariable accom- 
paniment. Under the retail method, 
physical inventories are valued^'at 
selling prices and reduced to^cost by 
application of the computed oercentaae. 

Retail Orientation . - - Knowl edne of how 
retail stores are organized •> hov thsv 
actually operate* how to- work success- 
fully v/ith them. 
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Retail Reductions , -t- The difference 
betvieen the aggregate orininal retail 
value of merchandise disposed of 
during a peripd and net sales. It is 
the sum of markdowns, merchandise 
shortage, and discounts to employees 
and customers. 

Retail Sales . --Sales by retail outlets^ 
such as stores, shops, etc. The trend 
of retail sales, up or doi/n, is an 
important indication of economic 
vitality. 

Retained Earnings .- -Money from profits 
left to corporations after paying taxes 
and dividends. This is generally capi- 
tal used for expansion or increasing 
efficiency of production. 

Return . — [See Yield] 

Revenue .*— Honey received by government 
from taxes; also, income from invest- 
ments. 

Return Policy .— Rules and regulations 
formulated by store's manager covering 
merchandise returns by customers 
including exchanae, credit, cash, 
refunds J adjustments. 

Returns from Customers .— Cancellation 
of Sales. The returns for a period 
measured by the retail value of 'loods 
returned by. customers to the store 
and returned to stock. Even exchanges 
in which a customer returns one 
article for another of the same value, 
are usually not included in either 
nross sales or returns. Uneven 
exchanges, however, are generally 
included in gross sales and in returns. 



Returns to Vendor . --Shipments of merchan- 
dise returned by store to vendor 
because of errors in filling store's 
purchase order, subsituations in 
shipment, late delivery, defective 
materials or workmanship to fit, 
or other breaches of contract. 

Revision of Retail Dov/nward .— A decrease 
in price that is subtracted from the 
retail purchase figure before the 
markup per cent is calculated. It 
includes additional markup cancellations, 
corrections of clerical errors in 
recording and pricing retail purchases, 
and retail price reductions nrowinn out 
of rebate (allowance) from the manu- 
facturer. Markdowns are not included 
in revisions. 

Riohts.— iJhen a company vrants to raise 
more funds by issuinn additional stock, 
it may give its stockholders the oppor- 
tunity, ahead of others, to buy the 
new stock in proportion to the number 
of shares each ov/ns. The niece of 
paper evidencing this privilege is 
called a rinht or warrant. Because 
the additional stock is usually offered 
to stockholders below the current 
market price^ riohts ordinarily have a 
market value of their own and are 
activel.y traded. In most cases they 
must be exercised within a relatively 
short period. Failure to exercise or 
sell rights may result in actual loss 
to the holder. 

Role .— Refers to the duties and oblioa- 
tions implicit in a job. 

Round Lot.— A unit of trading or a multi- 
ple thereof. On the r^ew York Stock 
Exchanne the unit of tradinn is 
Generally 100 shares in stocks, althounh 
in some stocks it is 10. 
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Round- the-Corner Service , --Provided by 
wholesaler or distributor, who 
provides immediate delivery of merchan- 
dise in contrast to manufacturer, who 
ships from distant factory or^ regional 
warehouse. 



Rural Oriented , --Stores whose merchan 
dising and promotional staffs are 
knowledgeable as to tyoes, quality, 
and price lines rural customers wil 
order by mail. 



Routine .— A program or section of ei 
program consisting of a set of sequence 
of coded instructions used to direct 
a computer in performinn a sequence 
of operations. 

Routing .— A section of delivery depart- 
ment through which all packages must 
pass to have their route number indi- 
cated. Traffic department specifies 
routing and type of transportation for 
incomin*^ shipments from vendor. 

Rou t i no I ns t ru c t i ons . - - Pr ov i ded by store 
to be attached by buyer to purchase 
order, informing vendor of routing and 
shipping instructions, specifying 
types of transportation store vants 
merchandise shipped by. 

« 

Rub Off .—Secondary benefit by a 
department from a promotion in another 
department . Exampl e: Opportuni ties 
for sales of oversize bed sheets^ 

, blankets, comforters, bedspreads, 
because of sale of king or queen size 
mattresses and box springs. 

Runner .-- I ten that sells and sells 
(everybody's sv/eetheart)^ also used 
for messenger. 
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Safety Factor .— A reserve for contin- 
qencies, especially for unforeseen 
incrteases in rate of sale. It may 
be expressed in terms of weeks supply 
or as a specific quantity in units. 
When applied to a classification 
rather than a sinqle item of merchan- 
dise, it also must include provi- 
sion for a basic assortment of colors, 
sizes, and so forth. Also called 
reserve. 

Sale .— A business transaction Involvinq 
the delivery (i.e.', the givijin) of a 
commodity, an item of merchandise or 
property, a riqht, or a service, in 
exchange for (the receipt of) cash, 
a promise to pay, or money equivalent, 
or for any combination of these items; 
it is recorded and reported in terms 
of the amount of such cash, promise 
to pay, or money equivalent. 

Sales . --The amounts received or accrued 
to the store in exchange for merchan- 
dise sold to customers during an 
accountina period. 

Sales Analysis .— That part of sales 
audit which provides totals of sales 
by salespeople, departments, classifi- 
cations, etc* 

Sales Analysis System of Unit Control*— 
A system of stock control by which the 
sales afe analyzed in units as they 
occur by such factors as classifica- 
tion, price line, material, color^ 
size, and style number. A peroetual 
inventory system is often maintained. 

Sales Audit . --Hork of checkinq media 
from sellina floor for purpose of 
control, reportinq, accountinn. 



Sales Budget * --An estimate of the 
probable dollar sales and probable 
selling costs for a specified period. 

CoFwnent: The use of this term is 
sometimes confined to an estimate of 
future sales. This does not conform 
to the general use of the term budget 
vjhich includes schedules of both 
receipts and expenditures. If the 
sales budget is to be used as a device 
* to facilitate sales control and 
management, it should include the 
probable cost of gettina the estimated 
volume of sales. The failure to allow 
proper v/eiqht to this item in their 
calculations is orie of the most con- 
sistently persistent and fatal 
mistakes made by American business 
concerns. It has led to much of the 
strivinq after unprofitable volume 
that has been so coStly. 

SaJescheck.--Form in triplicate listinn 
customer's purchases, including price. 

Sales Pi snosal .— System in which sales- 
person disposes of entire transaction 
including wrapoinn of merchandise 
(there is a trend to this operation). 

Sales Forecast . "An estimate of dollar 
or unit sales for a specified future 
period under a proopsed marketino olan 
or program* The forecast may be for 
a snecified item of merchandise or 
for an entire line: it may be for a 
narket as a v^hole or for any portion 
thereof. 

Comfnent: Two sets of factors are 
involved in making a sales forecast 
1) those forces outside the control of 
the firm of which the forecast is made 
that are likely to influence its sales^ 
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and 2) changes in the marketing methods 
or practices of the firm that are 
likely to affect Its sa'tes. In the 
course of planning future activities 
the management of a given firm may make 
several sales forecasts, each conslst- 
Inq of an estimate of probable sales If 
a given marketing plan Is adopted or a 
qlven set of outside forces prevails. 
The estimated effects on sales of a . 
number of marketlna plans may be 
compared In the process of arriving at 
that marketing program which will, in 
the opinion of ,the officials of the 
company, be best designed to promote 
its welfare. , 

S ales i1anSger ,-"Some larger stores are 
placing responsibility for personal 
selling efforts, for supervision and 
on-the-floor traininn of salespersons 
as well as point-of-purchase signing 
and demonstrations v/ith a sales mananer. 
Salespeople report to him or his ass is* 
tants rather than to buyers. 

Sales Plan . --Department's promotional 
proaram for 5-month period, subject 
to monthly revision to take advantage 
of opportunistic purchases and other 
unpredictable merchandisinri oppor- 
tunities. 

i 

Sales Planning . -f The viork of settina up 
objectives for^ mafketinn activity and 
6f delJerminino anf^ scheduling the steps 
necessary to achieve such ^objectives. 

Coflinent: This term includes not only 
the Motk of decidina upon the noals^or 
results to be uwjtained throuqh market- 
ing activity, but also the determination 
in detail 1 of exactly hovi they are to 
be accomplished. The result of this 
v;ork is a Sales Plan. 
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Sales Potential .— The share of a market 
potential which a company exoects to 
achieve. 

Comnient: The portion of the total 
expected sales of an Industry which 
the managers of a firm expect that 
fini^ to net is the Sales Potential 
for that firm. Ry means of marketing 
research d firm may establish a market 
potential for the industry. of whij:h it 
is a part. Throunh the use of one or 
more sales forecasts its managers may 
determine upon a sales potential for 
the firm. From this may be derived 
the sales budaet and a sales guota for 
the entire company or any part of it. 

Sales P romotion .— Activities which assist 
in the sale and advertising of ooods. 

Sales Slip . "Slip of paper from a role 
on cash register showina only dollar 
and cents amount of pur^cbase. 

Sales Supporting Staff .—Personnel closely 
allied to selllnn activities but not 
engaged in making sales to customers. 
Includes operatina, sales promotion, 
control divisions who support merchan- 
disina and selllnn staffs. 

Sales System .— Method by which trans- 
action with customer is recorded. 

Sales Training Director .— Responsible 
for traininn all sales personnel in 
technical aspects of sellinq opera- 
tion; reviews vendor's salesman's 
sales-meeting agendas; reviews vendor's 
I slide or movie presentations to elim- 
fl inate those that downorade competitive 
^products, particularly private brands, 
land to make certain nresentation will 
assist salespeople in sellino the 
classification of merchandise concerned. 
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Sales Quota , '-A sales goal assigned to a 
marketino unit for use in the manaae- 
ment of sales efforts. It applies to 
a specified period and may be expressed 
in dollars or in physical units* 

Comment: The quota may be used in 
checkinq the efficiency, stimulatina 
the efforts, or in fixina the payment 
of individual salesmen or groups of 
salesmen or other personnel engaged 
in sales work. A quota may be for a 
salesman, a territory, a branch house, 
or for the company as a whole. It may 
be different from the sales figure set 
up in the sales budget. Since it is a 
managerial device, it is not an 
immutable figure inexorably arrived 
at by the application of absolutely 
exact statistical formulas, but may 
be set up with an eye to its psycliolo- 
qicali^ffects upon the siles personnel 
or any part of it. Two salesmen, work- 
ing in territories of identical 
potentials, may be assigned different 
quotas in accordance v/ith the anti- 
cipated effe^ of this variation on 
their sales efforts because of 
differences in their characters or 
personalities. . 

Sale Value .— The price at which an asset 
of any kind can be sold, less whatever 
cost is yet to be incurred: a basis 
sometimes referred to in the valuation 
of inventories. 

Sa Ton . Shop v/here higher-priced apparel 
and correspondinq accessories are sold. 

Salvage. --Applied to merchandise soiled 
beyond reclamation for salable purposes 
that must be disposed of through other 
channels: also refers to re-usable 
wrapping materials. 

I 
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Sample Room .— Areas in store or in RRO 
where vendor salesmen display merchan- 
dise samples to buyers or market 
representatives. 

Savings and loan Association . — Formed 
for two malor purposes: (a) to loan 
money for the purchase of homes and 
business properties, and (b) to enable 
individuals to invest funds with 
comparative safety at yields usually 
hiaher than available in savings 
accounts vdth banks. 

Savings Bank .— Accept deposits from 
savers on which an announced rate of 
interest is paid. 

Scarcity (economics) .--A condition of 
insufficiency to supply all levels of 
demahds;^ said of any economic good, 
or (of) a good which^ reguires econo- 
mizing. 

Seals of Approval .— Intended fo identify 
noods that are outstanding. Fmanating 
from such organizations as Good 
Housekeeping, etc. 

Seasonal Employees .— Personnel employed 
during peak sell inn periods such as 
pre-Christmas, Easter, and for store- 
wide sales events. * ^ 

Seasonal Herchandise . — Merchandi se 
purchased to meet demands of specific 
seasons (extreme instances: purchases 
for summer and winter clothinn, outdoor 
furniture). 

Season Letter .— Code assigned to merchan- 
dise received during 6-month spring or 
fall season that indicates a'ae o^ stock. 



Seat , —A traditional figure of speech 
for a membership on a securities or 
commodity exchanae. The price of a 
membership reflects supply and demand. 

Secondary Price Line «"A price line at 
which a lesser assortment is carried 
but one which is adequate to meet the 
requirements of the typical customer. 

Section ilanager . --Executive! in operating 
division as management representative 
with disciplinary and adjustment 
jurisdiction, budqeting and staffing 
responsibility within departments 
under his supervision. 

Secured Account .— Any account against 
which coUeteral or other security is 
held. 

Secured Creditor .-- A person whose claim 
against another is protected by 
collateral or by a mortgaqe or other 
lien; if the protection is ample the 
claim is desiqnated as "fully secured" > 
if the protection is not complete, 
the claim is designated as "partially 
secured." 

Securities . --Stocks a9d bonds, etc. 

SEC— 'the Securities and Exchanne 
Commission, an administrative aqency 
of the Federal Government. The SEC 
administers the Securities Act of 
1933, the Securities Exchanne Act of 
19341, the Trust Indenture Act, the 
Investment Company Act, the Invest- 
ment Advisers Act, and the Public 
Utility Holdinn Company Act. 

Security Exchange . --An-organisati on 
that provides facilities for its 
members to huy and sell securities. 
Also called a stock exchange. 
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Seoment >— One of the parts into which 
something naturally separates or 
divides' classifications within a. 
selling department. . 

Segmented Merchandising .— Merchandis inn 
for and appealing to specific age 
groups or other groups or other groups 
v/ith conrmon interests. 

Selection vs. Operation .— Two major 
responsibilities of buyers, which vary 
with nature of goods to be merchan- 
dised. Example: In dress depart- 
ment, buyina or ability to select 
wisely is oerhaps 9Q% of the job-, in 
drug department, operation is W 
meaning ability to analyze and nlan 
operations ahead and so to manipulate 
volume, markon, and expenses as to 
yield a profit. 

Selective Advertising .— Supposed to 
impel consumers toward the purchase 
of a particular brand of noods. 

Selective Selling . --The policy of sell- 
ing only to dealers and distributors 
who meet the seller's requirements, 
such as size of orders, volume of 
purchases, profitability, or area or 
type of operations. 

Comment: Hhile accounts are selected 
on a variety of bases, probably the 
most coimion are size and the kind and 
amount of reselling service the 
account is vnllinn and able to give to 
the goods or services of the seller. 
Possibly the soundest basis is that Of 
the amount of potential net profit 
to be derived from the business placed 
by the account. 
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Selling Agent . --Independent business 
enterprises operatinq on a commission 
basis, whose principal function is 
to sell the entire outnut of a given 
line of goods for one or more manu- 
facturers with whom they maintain 
continuous contractual relationship. 

Selling Area .— That part of sales floor 
devoted exclusively to selling (shoe 
and ready- to- v^ear stock rooms, fitting 
rooms and wrapping stations are con- 
sidered part of selling area v^hen 
sale could not be consumated without 
them). 

Selling Cost .— Any expense or class of 
exoense Incurred in selling or market- 
ing. 

Selling Days .— Number of days per month 
or week that store is open; after 
refers to period between Thanksoiving 
Day and Christmas Day. 

Selling Department .— A physical division 
of a store, containing r&lated 
merchandise grouped for purposes of 1) 
determining the operating profit for 
each grouping; 2) controlling buying 
and pricing more exactly 5 and 3) 
promoting sales more effectively. 

Selling Expenses ,— Those that are 
incurred as a direct result of the 
sales activities of the firm. 

"Send" Transactions . --Customer purchases 
to be delivered by store versus "take- 
withs" v/here customer personally 
carries merchandise from store. "Sends" 
are greater from flagship store than 
from branch stores. 

Separation of Authority .— Definite 
snellout of an individuars authority, 
responsibilities and duties. 



Service Area . --That part of sales floor 
devoted to servicing the selling area 
(such as escalators, elevators, stair- 
v^ays, freight landings, rest rooms, 
show windows. ) 

Service Building . —Building remote from 
downtown store used for delivery pur- 
poses, repair facilities, workrooms 
for larger merchandise, warehousing. 

Service Building Superintendent . --^Indi- 
vidual in charge of and responsible for 
operation of services such as refinlshinq 
furniture, floor coverings, drapery 
and upholstery workrooms, ready-to- 
wear alterations and building. 

Service Center . --An ar*?a freguently near 
small electrics department, however, 
may be located in warehouse where 
repairs or alterations are made. 

Service Mix .— Determination of service 
and guaranty policies so as to produce 
the desired customer satisfaction. 

Services .— Activities or anticipated 
, satisfactions which are offered for 
sale either as such or in connection 
with the sale of noods. Examples are 
amusements, hotel service, electric 
servjce, transportation, the services 
of barber shops and beauty shons, 
repair and maintenance service, the 
work of credit rating bureaus. This 
list is merely illustrative and no 
attempt has been made to make it com- 
plete. The term also applies to the 
various activities, such as credit 
extension, advice and help of sales- 
people, delivery, by which the seller 
serves the convenience of his customers. 

Service Shopper .— Special salesperson 
designated to accompany customers who 
plan purchases in a number of depart- 
ments. 
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Service Superintendent , ^-Senior 
management executive In complete 
charqe of all customer services. 

Shareholder . --Also knov/n as a stock- 
holder. He oms a part of a cor- 
poration by buying stock In It. 

Share of flarket. --Per cent of a metro- 
market sales volume attained by, a 
store „ a department, or a classl- 
flcatiion within a department In the 
store. 

Shareov/ner . — Anyone who owns one or 
more shares of stock in a corporation. 

Shopl if ting . —Steal 1 ng of store's 

merchandise by customers. Of grow- 
, ing concern to all types of retailers. 

Shopping Goods . —Those constmiers' goods 
which the customer in the process of 
selection and purchase characteris- 
tically compares on such bases as 
suitability, quality, price and style. 
Examples of goods ttiat most consumers 
probably buy as shooping qoods are: 
millinery, furniture, dress qoods, 
men's and women's ready-to-wear, shoes, 
jewelry, and residential real estate 
(not bought for pur obses of ^ specula- 
tion). A 

Comment: 4t should be emphasized that 
a given article may be bought by one 
customer as a shopping good and by 
another as a specialty or convenience 
good. The general classification, 
depends upon the v^ay in v/hich the 
average or typical buyer purchases. 



. Shortage .— The difference between the book 
and the physical Inventory, when the' 
former is the larger. It may be cal- 
culated at cost or retail value or in 
terms of units. It represents 1) 
clerical errors in calculating the book 
and /or physical inventories, and 2) 
physical merchandise losses, caused bv 
such factors as theft, breakage, and 
charging customers for less merchandise 
than Is actually delivered to them. 

Short Merchandise .— Merchandise purchased 
in limited quantities, generally in 
extreme sizes, to fill an assortment; 
also, items of purchase that throuah 
error were not Included in customer's 
packaae or were missina In shinment 
from vendor. 

Short SKI). --System which permits full iden- 
tification of an itw, makina possible 
the use of source-marked tickets either 
for backroom processing or cash 
register input, so that ultimately a 
store will be able to count sales, not 
stocks. 

Short Supply Situation . - - fler c h a nd 1 s e 
v/here "buyer has difficulty in maintain- 
ing adequate suoply. 

Shoivrooms . —Spaces maintained in verious 
cities by vendors-manufacturers. 
Importers, wholesalers and distributors 
where merchandise is displayed for 
store buyers and merchandise managers 
to select styles and place orders. 
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Shrinkage , "'Difference (on minus side) 
between merchandise on hand shown by 
physical inventory and that shown as 
"book value". 

Side-line Stores . --Stores run by organi- 
zations Whofie main activity is other 
than retail inq. 

Single-Line Store .— Small , independently 
ovmed, that carries a single line of 
merchandise, such as food, hardware, 
drugs, millinery, or men's furnishings. 

Sincile Posting. --One-time postinn of 
customer's purchases to the state- 
ment, which is used as a ledner sheet 
(in this instance, saleschecks are 
photographed on microfilm and filed 
for reference in adjustments). 

Sister Stores .— Member stores of a 
resident buyinn office. (The Dayton 
Company; the J. L. Hudson Company). 
Stores owned by a corporation (Jordan 
Marsh, Boston; Jordan Marsh, Florida). 

Sitdovm Strike .— Workers appear at 
their posts but refuse to perform 
their appointed tasks Or to l^ave 
the premises until their demands 
are met. 

Site Saturation ."--A condition where a 
given location offers little, if any, 
opportunity for future expansion. 

Size Lininq .--l1ethod of organizinn or 
groupina merchandise for selling by 
size. (Example: dress denartment 
set up with dresses of all colors, 
tyoes, prices, and identified as 
"Size 10-20", "Size 38-4>l", etc.) 

SKU (Stockkeeping Unit) . --Represents 
item of merchandise which is in 
stock. 
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Sleeper .— Potential "hot item" that, 
with aggressive promotion, may be 
developed into a runner. 

Slowdov/n Strike. --Horkers continue to 
v/ork but at a markedly reduced tempo 
so that production is curtailed but 
not completely halted. 

Small Mares .— Term applied to general 
articles of merchandise, usually found 
on main floor of department stores. 

Soft Goods .— Ready-to-wear for v^omen, 
children, men, fashion accessories, 
piece goods, domestics. 

Software .— General purpose programs, 
normally furnished by EPD eguinment 
manufacturers, for use in extendinn 
the capabilities and functions of the 
basic computer. 

Soleplate ." A Plate upon which anot^^er 
product is placed; i.e., to protect 
a table top or counter from the heat 
of a small electrical appliance. 

Sorter .— Personnel in audit department 
who sort saleschecks, collate by kind 
of sale, inspect for missinn sales- 
checks, also appliec' to collector of 
customers' names in cycle billin^^*, 
also, sorter of nackaoes for delivery 
routes. 

Source Marking .— Pre-ticketinn by 
resource before shipment. Very impor- 
tant in expediting arrival of merchan- 
dise on selling floor because not held 
UP in receiving for price ticketi na by 
store and also* less expensive because 
merchandise does not have to be opened 
in receivinn, ticketed, then repackaned. 

Special Account .— Account used for special 
purposes or for extraordinary means of 
payment. 
- PA - 

88 



Special Deli very . --Delivery of packafie 
at certain time at specific request 
of customer. 

Special Events Pi rector . -^Reports to 
sales promotion manaoer; cooperates 
with advertisinq and display depart- 
ments in activating promotions; 
supervises actual operation of 
special events. 

Special ist .--A person who devotes 
himself to one subject or to one 
particular branch or classification of 
a store's operation. Example: An 
individual who Is devoted to handling 
via EPD or manually or both the pro- 
duction of merchandising and unit 
control data. 

Special Orders .— Readiness to procure 
for the customer anything not stocked. 

Specialty Goods . ^-Those consumers' goods 
on which a significant group of buyers 
characteristically insist and for 
which they are v/illing to make a 
special purchasina effort. Examples 
articles that are usually bouaht 
an; specialty goods are: specific 
brands of fancy groceries, v/atches, 
men's shoes, and possibly automobiles. 

Comment: There seems to be room for 
considerable doubt as to v/hether the 
distinction between Shopninn Goods 
and Specialty Goods is any longer 
valid or useful; There is less doubt 
of the validity' of the class. Shopping 
Goods, than of /Specialty Goods, 

Specialty ISalesman ,— A salesman, other 
than retail j who specializes in the 
sale of one Product or a few products 
of a seller's line. 



Specialty Shop .--Confiines itself to a 
small segment of tH|i merchandise in 
any sinale cateoory^ usually in the 
apparel field. \ 

Specialty Stores .— Stores concentratino on 
specific classifications of merchan- 
dise* Examples: jev/elry, women's 
apparel and accessories, shoes, inti- 
mate apparel, sporting goods. 

Specialty Hholesaler .— Carry limited or 
short lines in the areas in which they 
operate. 

Specific Duty .— A specific amount stated 
in dollars and cents per pound, 
gallon, bushel, or other unit of 
measurement levied against imported 
merchandise. 

Speculation .— The use of funds by a 
speculator. 

Speculative Purchasing .— Done to take 
advantage of the anticipated price 
rise. Purchasing denartments buy in 
large quantities to take advantaae of 
current low prices. 

Speculator .— One ivho is willing to assume 
a relatively large risk in the hone of 
gain. His principal concern is to 
increase his c?ipital rather than his 
dividend income. The speculator may 
buy and sell the same ^ay or speculate 
in an enterprise which he does not 
expect to be profitable for years. 
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Split - --The division of the outstanding 
shares of a corporation into a larqer 
number of shares. A 3-for-l split by 
a comoany vnth 1 million shares out- 
standing v^ould result in 3 million 
shares outstanding. Each holder of 100 
shares before the 3-for-l sol it would 
have 300 Shares, although his propor- 
tionate equity in the company v^ould 
remain the same, since 100 parts of 1 
million are the equivalent of 300 
parts of 3 million. Ordinarily^ splits 
must be voted by directors and approved 
by shareholders. 

Split Ticket . --Price ticket perforated 
so portion can be removed for unit 
control purposes. ^ 

Spot Announcement. - -Short, frequently 
recorded commercials given on many 
different stations in the time betvieen 
programs. 

Spot Check . — Inspection and count of 
small, random amount of qoods in 
large shipments. 

Spot Light . --Light that concentrates 
rays on a specific area or object* 

Spot Price . --The price of a commodity 
available for immediate sale and 
delivery, the cornmodity being referred 
to as a spot commodity. 

Spot Sale ,— The sale of a commodity to 
be immediately delivered, often on a 
cash basis. 

Spot Shipments .— Freioht-car shipment 
with instructions to spot car at 
certain sidino or at vjarehouse. 



Standard of Living .— The amount of ooods, 
services, and' cultural activities an 
individual, family or nation o\ms and 
makes use of. Also, the ease or 
comfort in v/hich an individual or 
family lives. 

Staple Stock .— There is always the nro- 
blem of overlao, in defining basic 
stock vs. staple stock. Essentially, 
the difference beti/een basic and staple 
is assortment vs. single items. Staple 
stock is made up of itens that are In 
practically continuous demand. Basic 
stock Is an assortment of items that 
are in current demand. Pasic stock 
includes staple stock items. 

State Stuffer .— National advertisino with 
"whereto buy it" Identifications created 
for retail use, sized and weiahted 
to fit customer bill envelooes and coin- 
cide with postage budget (not to be 
confused with direct mail). 

Status .— Derives from the manner in which 
one's superiors, equals, and subordi- 
nates renard the position occupied. 

Stock .— (See Common Stock and Preferred 
Stock). 

Stock Alterations .— The cost of altering 
and renovating goods in stock as 
distinct from goods ordered by custo- 
mers. The cost of the v;ork on stock 
is to be treated as a nart of the cost 
purchase figure, not as a part of 
alteration and workroom costs. 

Stock Book .— Record of purchases from 
orders and of sales fk)m stubs of price 
tickets^ usually maintained by buyer. 
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stock Cert1ficate »--The piece of paper a 
shareowner receives which is evidence 
of his ovinership of one or more shares 
of stock. 

Stock Con trc 1>-' Broad term for various 
systems and methods to control stock; 
i.e. .keep it in line with customer 
demand, one step ahead when demand 
qoes up; slowed up when demand falters. 

Stock Exchanne .--A place where stocks of 
approved companies are listed, and then 
may be bought and sold. The New York 
Stock Exchange, located in Hew York 
City, is the largest of the exchanges 
in the nation. 

Stock-Sales Ratio. --The ratio between 
the retail stock at the first (or end) 
of the month and sales for that month. 
The B.O.ri. stock-sales ratio is the 
dollar stock on the first of the mdnth 
divided by the sales for the month. 
The E.O.fl. stock-sales ratio is the 
dollai* stock at the end of the month 
divided by the sales for the month. 

stock Ticker .— A m£ichine vjhich reports 
transactions ih stock shortly after 
they occur on the floor of the 
exchange. Tickers arc located in 
brokeraqe offices throughout the 
country. 

stock Turn .r-The ratio between sales 
and average inventory. - It is calcu- 
lated in any of the follbwinn ways: 
1) I!et sales f average inventory at 
retail- 2) Gross cost of goods sold 

average inverttory at cost^, 3) number 
of units sold f average unit inventory. 

Stock-Turn Ra te . — The stockrturn for a 
period of one year. ^ 



Stop Order .— An order to buy or sell a 
stock when the price of the stock reaches, 
or sells throunh the price specified 
by the buyer or seller. A stop order 
may be used in an effort to protect a 
paner profit, or to try to linit a 
possible loss to a certain amount. 
Since it becomes a market order when 
the stop price is reached, there is 
no certainty that it will be executed 
at that price. It is also called a 
stof) loss order. 

Store Division.— Major group in a store^ 
In merchandising, there are: piece 
goods and household textiles, small- 
wares t ready-to-wear accessories, 
women's and children's outer apparel, 
men's and boys' wear, home furnishings. 
Other store divisions include: con- 
troller, operation, sales promotion, 
personnel, and frequently in larger 
stores, branch-store division. 



Store rietv/ork. — Hhere flagship store 
with branches developes as a regional 
retail system beyond immediate metro- 
market. 

Store's Own Brand (S.O.B.) . — Store ' s 
private brand, presumably offers same 

/ quality and quantity for less money 
than national brands or greater 
quantity and egual quality for same 
money. 

"Store's Store" .— A retail operation 
that executives in other stores throunh- 
out the United States and Canada visit 
and vjatch because of superior opera- 
tions that can be adapted by their 
store. 

Strike .— Temporary refusal by emnlovees to 
continue their work until their demands 
have been nranted by manaoement. 
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stub , — In merchandise control, second 
part of price ticket removed by sales- 
people at time of sale for unit 
merchandi se-control . 

Stub (Stubbing), " -Extra copy of address 
label of salescheck v^hich accompanies 
package to delivery depot, where it is 
removed and filed fur use in adjust- 
ment of non-delivery complaints. 

Style Piracy >--Close copy, and sale at a 
lower price, of a manufacturer's 
oriqinal desinn by another manufac- 
turer. It can be disaster or is for 
a store when a competitor offers copy 
at a lower price. 

Subteens (Girls) Department .— Separate 
RTM and accessories department appeal- 
inq to qirls from approximately 9 to 
13 years old "viho feel they are older 
than they will ever be aqain" and via nt 
to shop without their mothers (one 
of the fastest grov/ing departments in 
a store). 

Superettes . --Smal 1 , self-service grocery 
stores. They may be former service 
stores that have been converted to 
self-service. 

Supermarket . --A departmentalized food 
store, with most departments on a 
self-service basis, having a minimum 
sales volume ranging from $375^000 to 
' $1,000,000 per year. 

Supplement of the Markup .— The retail as 
a per cent of the cost. It is calcu- 
lated as 100% plus the markup per 
cent on cost. Thus, the supplement 
of 53.8% is 153.0^^. 

Suppl iers *— Manufacturers, importers, 

wholesalers, otheij resources from v/hom 
^ stores buy merchandise for resale. 

— 
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Switching Customers *— Hhen ai salesman 
cannot close^ a sale he calls the buyer 
or department Inanaqer or -even another 
salesman whom he introduces as a 
departmental supervisor, to take over 
the sale; more prevalent in men's 
clothing, furniture, or major appliance 
departments. 

Sympathy Strike >--A groun of workers ao 
on strike because of sympathy with 
another aroup who are alsQ on strike. 

Syndicate .— A group of investment bankers 
who together underwrite and distribute 
a new issue of securities or a large 
block of an outstandinq issue. 

Syndrome .— Combination of sians, symbols, 
characterizing an abnormality, as 
the whiplash syndrome. 

Synergism .— In joint action of agents^ 
v/hich when taken together, increase 
each other's effectiveness. 

Synergistic — ^'orkinq together, syner- 
getic* the cooperative action of tv/b 
or more ideas, body organs, medicine 
for increasing the effectiveness of 
one or more of its properties. 

Synthesi s . — Combi nation or unification of 

parts into a whole; as a synthesis of 

many' ideas in planning a merchandise 
promotion. 

Systems Analysis . --Reconnition of the 
effect of a channe in any oar t of 
the system on all of the other ingre- 
dients of the system. 
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"Take-Hiths" .— Merchandise carried from 
store by customer, expeditinq delivery 
and saving delivery expense, parti- 
cularly signification in branch stores. 

Tally (Card or Envelope) , —Form on which 
each salesperson records aniount of each 
transaction; form is sometimes ruled 
for cash, C.O.D. , and charqe columns, 
has column for classification number. 

Tape, Punched, "Used in sophisticated 
cash registers to captyre price and 
classification data at point of sale;, 
information is automatically recorded 
in coded punched paper tape which, in 
turn, can be processed in computer 
center. 

• 

Tariff. system of duties levied 
against goods beinq imported into 
the country. 

Tel-flail s --Telephone-order- board and 
mail-order operation located in the 
central store, for customers who 
cannot shop in person at central 
branch, or regional stores. 

Test Promotions , --Conducted by store 
for vendor, presenting new products, 

^ improved products, or selling idea 
to ascertain reaction of store's 
customers. 

Thirteenth fionth ,— Five selling days 
betv/een Christmas and flew Years, 

Ticker Tape,- -A slip of paper that 
records v/ithin seconds, sales of stock 
on the large markets. 



Tickler .— System in which at specific 
time a flag or notation indicates that 
merchandise should be r^eordered. 

Tight Honey . -High interest rates* which 
influence all facets of business. 

Time Utility .— Providing goods at the 
time wanted by consumers. 

Top Management .— Includes the president, 
the general mananer, vice-presidents, 
and treasurer of medium and large- 
sized ccmpanies. 

Total Approach .— Utilizing every possible 
media and promotional avenue to adver- 
tise merchandise or service. 

Total Automatic Billing . --Exclusive use 0| 
machine in preparation and mailing 
store's customer bills. 

Total Company .— Identifies the aggregate 
of all units combined in a multi-unit 
company. 

Total Cost of Merchandise Sold .— The cost 
of merchandise sold after adjustment 
for alteration costs and cash discounts 
earned, when they exist. 

Total Look or Total Concept . — Instead of 
large departments of all kinds of 
coats, suits, and dresses development 
of sellincf areas-commonly called 
boutiques-appealing to groups of 
customers J qroupdd by age, taste, 
income. Customer np^^nger has to 
wander all over store %o find thinns 
to qo with-the-concept, she can find 
everythina in one place. 
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Totd.1 Merchandise Handled . --The fium of 
the beainning inventory plus purchases. 
It must be calculated at cost and, 
if the retail method of inventory is 
used, at retail also. 

Total Store . --Refers to an Individual 
location only. 

Tracer. — Personnel in receiving and 
marking area and traffic department 
vjho trace delayed or lost shipments 
of incominc! merchandise; also trace 
lost deliveries to customers. Also 
form used in these processes. 

Trade Acceptance .-- A noninterest-bearino 
bill of exchange or draft covering 
the sale of noods, dravjn by the seller 
on, and accepted .by, the buyer. Its 
purpose is to put into negotiable 
form art open account having a short 
maturity. To be eligible for discount, 
it must contain the statement that the 
acceptor's obligation arises out of 
the purchase of goods from the drav/er 
and it may be accompanied by a record 
of the purchase. Attempts to nopii- 
larize the use of trade acceptances 
have not been generally successful in 
the United States. 

Trade AssoGiatfon ,— A' nonprofit organi- 
zation, local or national in character, 
serving common interests of enter- 
prises engaged in the same kind of 
business. 

Trade Discounts. --A trade discount is 
a reduction in price given by a manu- 

% facturer to all buyers in^ a certain 
class, for example^ all v/holeseflers, 
all retaiTers, and so on. Since a 
different reduction may be niven to 

. each group of buyers performing a 
distinct production or distribution 



function* trade discounts sometimes 
are called "functional" discounts. A 
trade discount is expressed as a per- 
centage reduction or series of percentaqe 
reductions, such as 20, 10, and 5 per 
cent, from a manufacturer's quoted 
b^se or list price. The list price often 
is quoted base or list price. The list 
price often is quoted as a suanested 
retail price, althouah it may be hioher 
than the actual retail price. Trade 
discounts are expected to.be adequate to 
cover normal expenses of the different 
functional groups and still yield a margin 
of profit. For example, a manufacturer 
may give retailers a 30 per cent dis- 
count, but may aive wholesalers a 45 
per cent one. 

Trade Name. --The name by v^hich a product 
is known in commercial circles. It may 
or may not be renistered as a trademark. 

Trade Relations . --The practices of buyers 
and of vendors that develop reasonable 
standards. 

Trading Area . --Surround inn area from which 
most of store's trade is drav?n, varies 
by individual store location. Each 
store, main or branch, needs to knov/ 
to what extent and from what direction 
it draws customers; checkinn cintcmobile 
license plates in shopping center nark- 
inq lots, questioning custcsners who 
visit store, analyzing charge accounts, 
etc., will develop this information. 

Trading Center . --Groups of stores such 
as downtown shopoino centers or 
neighborhood tradinn centers.' 

Trading Instinct .— A oood trader {buyer) 
' is not one whose primary ambition is to 
pay less than the price asked; he is one 
who accurately weighs orofit possibili- 
ties of sales volume and profit oossi- 
V bilities of each purchase before it is 
• made* 
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Tradincj Post >— Space on the floor of 
a stock exchanqe from v^hlch a 
specified list of stocks can be 
bought and soldr 

Traditional Hours Pattern ,— Hours during 
week days, Saturdays,, and eveninqs 
when customer traffic and buying is 
heavy; therefore, sales and sales 
supportinq personnel must be peaked. 

traffic. --f lumber of persons, both 
prospective and actual customers, 
who enter store or department. 

Traffic f^aze. — Particularly prevalent in 
shopping Centers v/ith parking facili- 
ties for 5,000 or more automobiles 
and entrances from four, directions* 
and also vehicle traffic in center 
city, particularly prior to Christmas^ 
Easter and other peak shopping weeks. 

Transactions > --The number of sales com- 
pleted during a period, whetSier cash, 
charge, or CCD., as distinct from 
. the value of the sales. Most trans- 
action data are in terms of gross 
transactions v/ithout consideration of 
the "transaction" involved in returns 
and allowances. Voided saleschecks* 
even exchanges, and checks to allow 
delivery of customers' o\^n goods are 
excluded. 

^ Transactions per Square Foot . --dumber 
of transactions per square foot of 
selling space are obtained by dividing 
the number of gross transactions of 
saleschecks; of a department by the 
average number of square feet the 
department occupies for selling s^ace. 
* ,i 

Transfer Agent .— Records chanqes in 
ovmership follovjing each sale of stock. 



Transfer Card . --Form used by customers or' 
service shoppers v/hen purchases are made 
in several departm^ts and a sinnle 
payment is made. 

Transfer In. — A purchase from another 
department or another unit of a chain 
or branch store system rather than an 
outside vendor. 

Transfer Out . --Value of merchandise con- 
veyed to another department or unit of 
a chain or branch store system. It is 
not a sale in that it is not a source 
of profit. 

Transit Time . --Computed from time 
merchandise leaves vendor C factory, ^ 
or warehouse untjl it arrives at 
store's receiving docks. 

Trigger Repor tine?. - -Immediate rer^ortlna 
on movement (sale) of a specific item, 
style, color, size or material content. 

Trust Company. — Financial ihsltitutions 
that specialize in assuming the 
capacity of trustee for business 
firms, and iridlviduals. 

Tube. "-^System af/brass tubing in which 
forced air impels carriers from main 
selling points to central cashiers 
or credit authorizers and back to 
original station. 

Turnover .— The number of times various 
assets, such as rav/ material or other 
items of inventory, personnel, and the 
like, are replaced' durinn a stated 
period, usually a ye^r; the rate of 
such replacement. 
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Twig .— Small .branch store located in 
community or neighborhood shoppinn 
center, generally carrying only 
vjomen's and children's ready-to- 
wear and accessories. 

"Tvio for" Plan .— A multiple pricinq 
plan in v^hich tvio articles in a , 
price line or at different price 
lines are sole jointly for less 
than the sum of the individual 
prices. Example: Two $29.95 
dresses for $56. 
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^ Ultimate Consumer > --One viho buys and/or 
uses goods or services to satisfy 
personal or household wants rather 
than for resale or use in business^ 
institutional, or industrial opera- 
tions. 

Comment: There seems to be a qrowing 
^" tendency to drop the word "ultimate" 
from this term. The Committee 
recommends that this tendency be 
encouraged. The definition distin- 
guishes sharply between industrial 
users and ultimate consumers. A firm 
buying and using an addino machine, 
a drum of lubricating oil, or a car- 
load of steel billets is an industrial 
user of those products, not an Ultimate 
Consumer of them; under the developina 
usage it is not even a "consumer" 
of them. A vital difference exists 
betv/een the purposes motivating the 
two types of purchases which in turn 
results in hinhly significant differ- 
ences in buying methods, marketinn 
organization, and selling practices. 

Uneven Exchange .— Herchandise returned 
by customer for exchanne for another 
article at price different from that 
of original purchase. Exchange can be 
in favor of customer (she receives 
nev/ article plus refund) or of store 
(customer pays additional amount for 
new article purchased). » 

Unfair Competition . --The emplo^mient of 
practices by a seller designed to 
obtain a larger share of the market 
by false or misleadinn advertising, 
adoption and use of a rival's trade- 
mark, iiscriminatory pricinn, selling 
belov; costs or dumpinn, preemptive 



baying of raw materials, establishing 
exclusive selling contracts with 
distributors, securing rebates from 
suppliers, or adoptinn any other 
device that unfairly takes advantage 
of a competinn firm. 

Unfair Trade laws .— Endeavor to establish 
minimum price levels below which ooods 
cannot be sold. 

Unfavorable Balance of Trade . !hen 
imports exceed exports. 

Unisex. --A shop or department where 

outer apparel worn by either men or 
* vjomen is sold. 

Unisex Merchandise. —Ready-to-wear and 
accessories designed for both men and 
women frequently sold in the same 
department. 

Unit Billing . --Customer receives single 
statement, list of articles purchased 
is posted on detachable strip which 
store retains for adjustment nurposes. 

Unit Control .— A system of recordinn vital 
statistics of stock on hand, on order, 
and sold for given period; ^'control" 
is interpretation of statistics as 
barometer stiowino change in customer 
buying habits; works best when baro- 
meter readings are taken frequently 
and seriously. 

Unit Open- to-Puy . "The number of pieces of 
merchandise that are still to be ordered 
for delivery during a control period. 
It may be calculated as follows: Haxi- 
mum In units— (on hand in units and 
already in order units). 



- 93 - 

ERIC 



Unit Operator , --Personnel in accounts 
receivable vtho sort and file sales 
and credit media in custCHner's file 
and are also available for authorizing. 
Each individual is qenerally confined 
to a unit or breakdown of alphabet 
in cycle billing. 

Unsecured Account -'^-A personal account 
supported by the general credit of 
the debtor against which no collateral 
or guaranty is held. 

Upqrad i ng , - > I ncreas i ng price lines 
by offering better q^jallty and assort- 
ments plus improved visual merchan- 
dising in a specific classification 
of products. 

Upgrading Service .— Improving service - 
to a store's customers, such as better 
selling, faster delivery of merchan- 
dise* 

Upv;ard Expense Trend . — Increasing costs 
of sales and sales-supporting 
personnel* increased taxes; increased 
cost of rent, maintenance, operating 
material, light, heat. 

Useful Life .— normal operating life in 
terms of utility to the qwner; said 
of a fixed asset or a fixed-asset 
group-, the period may be more or less 
than phyjsical life or any conimonly 
recognized economic life; service life. 



Value.* -Added Tax. -- >A pyramidinn form of 
assessment. At each level of manu- 
facturi-nq and distribution, from the 
raw material until the finished pro- 
duct is offered to the customer, a tax 
on the increased value of the product 
is added. 

Value Variable Expenses * —Variable 
expenses varying with the value of 
the unit or transaction handled, not 
with the number handled. Thus, 
if salespeople are paid on a commis- 
sion basis, selling payroll varies 
directly v/ith the value of sales. 
The expense is fixed in percentage, 
not in dollars. 

Variable Expenses . -^-Operating expenses 
affected by changes in sales volume, 
increasing as sales increase and 
decreasing as sales decrease. 

Vendor . --Manufacturer, wholesaler 
(jobber) » importer, or commission 
merchant from whom merchandise is 
purchased. 

Vendor Chargebacks .— Uhere merchandise 
is returned to vendor, store submits 
bill to vendor, frequently accom- 
panied by proof of delivery to vendor. 

Vignette .— 1) Process of deleting 
background in a photograph used in 
advertisement; 2) In display, small 
suggestion of a room setting using 
complete furnishings but not setting 
up as a room. 



Visual Merchandi si nn .- -Presentation of 
merchandise to best selling advantage 
and for maximum traffic exDOSure, plus 
projection of customer "ready-to-buy". 
Mot a display technique but merchan- 
dising strateny. 

Visual Systiem Stock Control . —Method of 
arranqinci stock on shelves in piles 
of equal quantity for quick visuaV 
count. 

Void.— Error which requires writinn of 
new salescheck or re-ringing of amount 
on cash renister; the wrong sales- 
check or cash register receipt is 
voided and must be returned to auditino 
department. 

Voluntary Chain . --Sponsored by independent 
wholesalers, and groups of cooperatina 
retailers who band tonether to take 
advantage of quantity buyina discounts. 

Voluntary Self-Regulation . ---Hhere an 
association of manufacturers or other 
vendors voluntarily develop and police 
standards of quality and safety prior 
to regulations voted by national, state 
or local city governmental leaislations. 
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Hagon D1str1butor >--Hake sales and 
deliveries to retailers from stocks 
that they carry in their trucks. 
Also known as a truck distributor. 

Wal k-Outs. —Customers who enter store 
vnth acquisitive gleam in eye, vjalk 
out dull -eyed and empty- ha nded^ 
Reasons^why vary (absence of merchan- 
dise information at pofnt-of-sale, 
lack of Informative labeling, items 
out of stock due to non-existina 
basic stock plans, etc.— beinq fresh 
out of serpents in garden, i.e., 
buying temptations). 

Wall Street ." -A street in the heart of 
the financial district In Hew York 
City where the New York Stock Exchanqe 
and many brokerage firms and banks are 
located. The term is comnonly used as 
a synonym for the securities and 
finance industries. 

Hant-SlipSt — A system v/here salesperson 
reorders customer's request for 
merchandise not in stock and tells 
v/hether or not a substitute article 
is sold. The items added to stock 
on a basis of v/ant slips may make the 
difference between profit and loss 
and play an important part in estab- 
lishinn a reputation for leadership 
and service. Sometimes store makes 
the form available to customers to 
fill out and deposit in a box. 

^larehouse Manager. ^-Responsible for all 
warehouse Operations for both flanship 
and branch stores. 



Warehouse Receipt . --An instrument listing 
the goods or commodities deposited in 
a warehouse. This instrument is a 
receipt for the commodities listed, and 
for which the warehouse is the bailee. 
Warehouse receipts may be either non- 
negotiable or negotiable. A non- 
neaotiable receipt specifies to whom the 
commodities are to be delivered, whereas 
the negotiable warehouse receiot is made 
to bearer. Partial releases are 
permitted under both types of receipts. 
Title to the commodities on a negotiable 
warehouse receipt may be transferred from 
one party to another. Ranks will accent 
a warehouse receipt as collateral for a 
loan only if the person is a bonded v/are- 
houseman. The bank must have protected 
assurance as to the nenulneness of the 
receipt, and the fact that the commodi- 
ties pledged are of sound value and fully 
available as listed in the warehouse 
receint. 

I'farehouse Stock . --Merchandise carried in 
bulk in a remote warehouse for reasons 
of economy. Some of these stocks are 
moved into store as department's supply 
is depleted, but generally saleschecks 
are filled out and delivery is made 
directly from warehouse to customer. 

Warehousing Unit .— A storaae area devoted 
to specific classifications of merchan- 
dise, generally remote from flaashin 
store. 

Warranty. --The act or an instance of 
warrantina* -assurance?, guarantee auth- 
orization: an express warranty of the 
quality of goods made by the manufacturer. 
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Waybill. --Shi ppinci forrji similar to 
manifest or bill of ladirKj, stipulates 
names of vendor and consignee, 
shipping instructions, costs, etc. 

Heeding Out .— Simplif vino the choice, 
weeding out sloi/ movinq itofns, sizes, 
colors styles, material content. 

Weed^^Out^. --Eliminating sloiJ movinq 
items. Items for which there is very 
little customer demand. Example: 
In r-t-w and shoes eliminating extra 
large and extra small sizes. 

White Goods . -^Refrigerators^ deep 
freezers, automatic dryers, v/ashinq 
machines, stoves, dish washers, all 
comparatively big ticket items. 

IJholesaler Sponsored . --Voluntary retail 
chains sponsored by wholesalers. 

Wholesaling .— All the marketino functions 
and activities that involve the sale 
of goods where the purpose for making 
the purchase is a business or profit 
motive. This does not involve sales 
to the ultimate consumer. 

Wildcat Strike .— A group of workers clo 
on strike without the official consent 
ipf the officers of the union or in vio- 
lation of the terms of the contract. 
Also knovm as an outlaw strike. 

Mill Call .— Another name applied to 
lay-avjayj also applies to purchases 
which have been paid for in full but 
which customer will return and pick 
up. 



Hindov/ Reader ,— A sian in a clisplay 
window containing information on fashion 
or use of merchandise, including 
department and location of merchandise. 

V/orkinn Capital . --Difference between 
the total current assets and total 
current liabilities. 

Workload. --The gross number of units 
of work perfonned or to be performed 
in an expense center durinn a period. 

'torkrooms . —General Iv refers to bphind- 
Scenes rooms for sales-supportinq 
services such as alterations and 
repairs* 

Horkshop .— A seminar v/here the opera- 
tional problems, objectives, and other 
mutual areas are discussed by speakers, 
folloived by questions answered by 
panels. 

Written Business .— Special orders not 
reported in daily sales will be 
reported when merchandise arrives 
from vendor and is delivered. 
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Yield . "-Also known as return. The divi- 
3ends or interest paid by a company 
expressed as a percentage of the 
current price or, if you own the 
security, of the price you originally 
paid. 

Youth Market .— Women, men under 25 years 
of age, including babies, children, 
subteens, teens, young men and women 
primarily interested in the new, 
different, unusual; often in contrast 
to the tastes of members of older 
generations, and sometimes in heated 
opposition J 



Zone Pr1c1nq>* -In some industries » freight 
rates are averaged for sections of the 
country and every buyer in each zone 
is charged the same freight rate. 
Throughout a section of the country, 
such as the Southwest, every buyer 
would be billed the sme freight 
charge. Some buyers would thus pay a 
little above actual rates and some a 
little below. Every buyer in the zone, 
however, would have the same delivered 
cost at his place of business. Here 
the seller v/ould have to pay the carrier 
and bill the buyer. A wide variety of 
manufactured food products, for 
example, are marketed by this system. 
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